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PICKINGS .g 


Pattern 2225-1 
in black suede 








he dash of exciting loveliness that will adorn the 
feminine foot this fall is expertly portrayed in Tweedies’ instep-hugging types—each smartly designed 
and carefully worked out for fit. Dealers look to Tweedies for fast styling, of course, but they never 
forget that Tweedies have a sound reputation for quality season after season. That's why so many 
dealers can successfully merchandise Tweedies on a wider margin of profit when necessary. Tweedie 
Footwear Corporation, Jefferson City, Missouri. Shoemakers since 1874. 
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ALICE MAXWELL APPO, Paris 
Fashion Editor of the Boot AND 
SHoe Recorder, gives us: “New 
slants on skyscraper soles—a man 
at the Ritz wearing them, luncheon 
hour—in brown leather, the leather 
sided soles about an inch thick. He 
told a friend he found them ex- 
tremely comfortable and that he 
had gotten them in Greece. 





“Obviously not comfortable were 
the strapped-top pair a French 
woman wore recently at the races. 
The inch-and-a-half high soles slip- 
ped and slithered on the coarse 
gravel of the Longchamps prome- 
nade. This sort of ‘roadbed’ is 
evidently out for this sort of shoe. 

“On surer ground were thick- 
soled models worn to a town wed- 
ding by the Hon. Mrs. Reginald 
Fellowes. The soles were sided 
with mauve leather, and the tops 
were black. They went with tailored 
ctreet clothes consisting of mauve 
tweed jacket and black tweed skirt. 

“This ‘ensemble’ idea will get ex- 
tra backing in Schiaparelli’s August 
collection, this house announces. 
Models will be turned out from top 
to toe, with the right hat, the cor- 


rect shoe, all a part of the integral 
design. In a_ recent interview, 
Schiaparelli declared against the 
two-color shoe for day wear—noth- 
ing but the monotone for her—and 
against the much-trimmed, over-de- 
tailed type. ‘Too many women, 
said Schiaparelli, ‘do not consider 
the style of their own foot, but buy 
any shoe simply because they like 
it. Women should be as careful in 
choosing their footwear as they are 
in selecting their hats.’ ” 


* * * 


ML. MANDELL, Los Angeles shoe 
retailer, says: 

“If a retail shoe store really 
wants customers, it must offer them 
a good deal. We have been closely 
following the RECORDER campaign 
in training the sales force, as we 
believe it is good business to pay 
close attention to what goes on at 


the fitting stool. In all stores we 


impress and reiterate to our sales- 
people that their customers pay 
their salaries; hence the need of 
serving those patrons as they should 
be served. Tact is a great neces- 
sity for salespeople, as the public 
is so touchy, so pampered and so 


{11} 


wise that they are most difficult to 
handle. Our buyers are impressed 
with the fact that they must have 
salable stocks of those sizes, colors 
and patterns that the majority of 
our customers desire. 

“This year we are doing a much 
larger business than ever before— 
and on less numbers of patterns. 
Hand in hand with that, is the fact 
that our boys on the floor are sell- 
ing more three and four units per 
customer than ever before. This lat- 
ter fact is proof that our selling 
organization is responsive to the 
instruction they receive at their 
store meetings.” 


7 Stun sw 





DECEPTION 

I hear behind me on the street, 

Unlike the tread of normal feet, 

A piteous sound of pedal shuffle, 

A clatter-clatter sort of scuffle. 

As if behind me, bent on shagging, 

Some fiends their monstrous feet 
were dragging. 

Drunken gangsters or reeling van- 
dals? 

Oh, no, just a girl in new style san- 
dals. Ropert A. SMaripce, 

(In the New York Sun) 













































W. §E. MILLER, merchandise 
manager of The Wm. Taylor Son 
& Co., Cleveland, Ohio, says: 

“Merchandisers and buyers to- 
day and in the future must be sales 
managers. We must take a more 
active and vital interest in seeing 
that our merchandise is presented 
to our customers properly in our 
advertising, in our displays, in our 
physical arrangement of | stocks, 
and most important of all, in our 
selling on the floor. A _ cardinal 
principle in doing this job must 
he that we definitely find out, with- 
out any guess-work, just what our 
customers want in each of these 
operations and then direct our 
plans accordingly. The time for 
‘tuzzy’ operations in this respect is 
gone for those stores that want to 
retain their position and make a 
profit. 

“As sales managers we must see 
that our advertising in the future 
is more productive, that it has a 
definite reason for appearing and 
that it brings concrete results either 
in actual immediate volume or in 
building an acceptance for the mer- 
chandise or department in question. 


LS VE fe, | 





From a merchandise management 
standpoint, I invite you to study the 
time actually spent by buyers and 
merchandisers in the preparation 
of your advertising as contrasted 
with the hours spent in buying the 
merchandise involved and the other 
hours spent in the details of get- 
ting it to the point of contact with 
the customer. If this alone doesn’t 
reveal a tremendous opportunity 
for strengthening your selling at- 
tack then the operations with which 
I am familiar must be entirely dif- 
ferent from those which I feel cer- 
tain exist in practically all stores. 

“Many stores already realize the 
importance that good displays play 
in selling, but few of us, I am 
afraid, capitalize on this selling 


agent to the extent that we should . 


or could do. 
“Easily ninety per cent of the 
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—What American business needs 
today is less inside regimentation 
and more outside exploitation. 

—Markets are what we are all after, 
whether we operate a factory or 
a retail store. 

—And a too limited budget on the 
inside may seriously restrict sales 

rogress on the outside. 

—We are all human, so | suppose it 
isn't strange that so many of us 
beat it for the storm cellar the 
minute economic clouds appear, 
and boldly "strut our stuff" when 
the sun shines again. 

—Maybe it's time right now to 
loosen up on our budgets and do 
a little skirmishing out where the 
market places are. 

—For it's the consensus of expert 
opinion that there's going to be 
some real business this coming 


Fall and Winter. 


Zrct 6 Tre, 


President 





success of any department can be 
attributed to how good a selling 
job that department does at the 
point of contact with the customer 
on the selling floor. Merchandisers 
and buyers to be really successful 
under present conditions must 
spend at least two-thirds of their 
business day in the selling depart- 
ments, meeting customers, seeing 
that they are properly served, find- 
ing out their needs, supervising the 
details of selling, and actually sell- 
ing merchandise when the occasion 
arises.” 
* -.# * 

J UST back from covering his Pa- 
cific Coast territory and in his new 
sales office in Los Angeles, Robert 
H, Peek, Western sales representa- 
tive for W. L. Douglas Shoe Co., 
reports: 

“All over, retailers tell me how 
the young fellows are taking to 
these new mud-guard patterns. All 
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leathers, bals and bluchers, leather 
and crepe soles are selling freely. 
Nearly every dealer predicts this 
type of shoe will be his number 
one seller during the late Summer 
and Fall seasons as they are so 
practical and smart with the sports 
clothes and for general wear. Next 
in importance, with those stores 
specializing in shoes for the young 
man’s trade, are the real narrow 
toes, with the soles trimmed very 
close. The more fussy young man 
is using many pairs of these shoes 
for his dress wear. This increased 
activity on both these different 
kinds of shoes is making many ex- 
tra sales for the shoe buyers who 
are carrying representative stocks 
of them.” 
* * * 

°° WES,” said the mender of shoes, 
“soles of golf shoes wear out, even 
though they are spiked with metal. 
But they don’t wear out like soles 
of regular street shoes. The leather 
of the golf sole isn’t chafed away 
from frictional wear. It loosens 
around the spikes and the spikes 
leosen in their sockets—and when 
the spikes wobble under the feet, 



















the stroke is apt to be wobbly and 
miss the mark. 

“So we often take the old soles 
off golf shoes, though they are as 
thick as when new, and put on new 
soles that will hold the spikes firm- 
ly in place. At least, that’s for 
those who are aware of the impor- 
tance of the right shoes for the 
best game.” 

* * * 
ANDREW CONNOLLY, publicity 
director of Joseph Horne Co., 
Pittsburgh, Pa., says: 

“Our customers today fall’ into 
two large classes: (1) Those whose 
incomes are very little affected by 
immediate conditions, and_ those 
whose financial ability to supply 
their normal wants is little changed. 
(2) Those who, through depreci- 


ated incomes, have less to spend, 
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and as a consequence are com- 
pelled to curtail their expenditures 
and are disposed to economize to 
a greater or less degree. The un- 
employed, those who have no in- 
comes, or who are dependent upon 
reliei—may be eliminated for the 
moment from our considerations. 
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“Let us examine the first group 
_ of customers—those who are as 
yet little affected by present con- 
ditions. These are the people who 
are still marrying off their daugh- 
ters in the grand manner; who are 
patronizing the country clubs; who 
are traveling and vacationing in 
their accustomed style; and who 
can buy what they want, if they 
really want it. There is nothing 
gained by trading these people 
down, or disturbing them with a 
recitation of economic tragedies. 
Cutting the price of an accepted 
$10.00 article to $9.50—unless re- 
placement costs justify—merely re- 
duces the store’s opportunity to 
protect its overhead, and carries 
little selling influence with custom- 
ers in this class. For these people 
we have to keep our style and 
quality as high as ever, and con- 
tinue to sell them through the 
charm and desirability of our mer- 
chandise. 

“For the second, and larger 
yroup—who have less to spend, 
but still have money to spend— 
our appeal must be even more com- 
pelling. The rule of intelligent econ- 
omy is not to buy inferior qualities 
at away below customary levels, but 
rather to do with fewer things; to 
economize by doing without. Here 
again the reckless slashing of price, 





and the over-emphasis of sensa-. 


tional reductions, do not carry the 
powerful influence with intelligent 
people as do the appeals of de- 
sirableness, purpose, need, use, and 
service.” 
* * # 

THE British Quality-Shoe Associa- 
tion has announced that there will 
be held, November 7, an exhibition 


of footwear styles sponsored by the 
members of the Association; that 
the exhibition will be held in Lon- 
don; but that it will be staged, not 
in any hall or exhibition galleries 
but in a leading West-End hotel, 
the Park Lane Hotel. 

.The Association has 
booked an entire suite of rooms on 
the first floor of the Park Lane 
Hotel, well apart from the public 
rooms so as to avoid possible dis- 
turbance from other guests of the 
hotel. 

Close at hand the B. Q. S. A. will 
have its own reception room, with 
a convenient bar, and lounge, while 
full secretarial facilities will be 
available for the use of exhibitors 
aud retail members of the Associa- 
tion. 

Autumn shoe colors sponsored 
by the British. Quality Shoe Asso- 
ciation are: 

“Chateau Wine—a deep shade of 
the popular wine family; Brazil 
Brown—a _ grayish-brown, midway 
between Romney Tan and Ling- 
field Brown; Briar Brown—a deep, 
rich brown suggestive of newly- 
tilled soil, and Cranberry—which 
takes its name from the color of 
the berry, and is a shade lighter 
than Oxblood. 

“The committee of the Associa- 
tion has also carried over three of 


already 


the colors from the Spring selec- 
tion—Commander Blue, Melbury 
and Oxblood. The committee also 
advises members of the Association 


that black should be the outstand- 
ing color for Autumn, and that 
suede will be the outstanding 


leather.” 
% ” * 


A NOTICE to the 20,000 Endicott- 
Johnson shoe workers, posted July 
18, said: 

“It is a real pleasure for the 
management to notify the workers 
and their friends that there is a 
decided improvement in our orders. 
Some of the factories will feel it 
more than others, but all will feel 
it—speaking broadly. 

“Now, how long will it last? 
That is your first natural question. 
Who knows? But it is in evidence 
that our last weeks’ orders were 
the largest in numbers of dozens 
that we have had in a year. We 
are looking with confidence for bet- 
ter business and are glad to give 
you this good news.” 

The notice was signed by George 
F. Johnson, chairman of the board; 
George W. Johnson, president, and 
Charles F. Johnson, Jr., general 
manager. 
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“Beginning today our "Going Out of Business" Sale is on the level. 
Look, termites in the heels.” 





by Eleanor Rutledge 


How Fall 
FASHION 


WINDS 


Are 
BLOWING 


Fitted wrist length suit coat, interest- 

ing use of Persian lamb, soft bow at 

throat in high style suit from the 
Paris market. 


Illustrating the use of tweed mixtures 

for town wear, and the popularity o{ 

brown furs, including beaver as shown 
in this unusual application. 


The importance of gold 

for trimming shown here 

in a new kind of twisted 

lattice treatment on 

brown suede. Palter De 
Liso. 


The “uplift” idea in 
shoulders and millinery 
developed here in the 
perky tongue of this smart 
patent on suede combina 
tion. Garside. 



















A new dressmaker idea 
applied to a shoe in this 
soft ruching trimming at 
the throat. Palter De 
Liso. is 








































The graceful pleating on 
this asymmetric kid shoe 
corresponds perfectly with 
the front pleats on the 
dress coat to the right. 
Pincus and Tobias. 


Pin-tucking applied to a 
tailored pattern in kid 
and suede with walking 
height heel. Grossman. 





ixtures 
rity of Formal broadcloth 

shown coat with radiat- 
mn. ing pin tucks trim- 
f gold ming the front and 

n here sleeves. Note the 
twisted interesting silver 
nt on fox collar and the 

or De high trimming on ~ 
- the hat. hee 
ea in ; 
Hiners SHOE designers and manufacturers should be patting (*'onfirmations from Ready-To-Wear 
in the themselves on the back these days, as reports from the 0 ° 

s t . a 2 2 = 
spo ready-to-wear market show which way the fashion penings 
2. wind is blowing in coats, suits and dresses. Planned -Color is the exciting news for the coming seasen. 


months in advance of these garments, the Fall shoes 


stress the same new trends in color, pattern and treat- - 
ment Blues and browns in several tones are leaders. 


Unusual blending of off-shades an interesting development. 


r 

The question of color is even more important than Wines and rusts also important among the Fall shades. 
usual this season and it is always of first importance. 
“Nine times out of ten,” says the experienced mer- 
chant, “color is the customer’s first fashion consider- 
ation in buying coat, dress, hat or shoes.” So it must Colorful trimmings—embroideries, appliqués, beads and 


Porto Plum and Berry Red the prestige colors. 


Brown furs give promise of unusual popularity. 





be the buyer’s first thought when he goes to market; sequins—and ‘jewelry everywhere. 
when he plans his displays, promotions and advertis- The boxy or chunky silhouette—continues for volume-in all 
ing; and when he instructs his sales clerk in selling types of coats and in high style casual patterns. 


points for the customer. “What will go with what?” The fitted line is the new note for quality dress coats. 
is the eternal question and the shoe merchant must have ‘ 


Pleatings, tuckings, ruchings, fine detailing are increasing'y 
[TURN TO PAGE 32, PLEASE] ~ i ' A 
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FITTING and SELLING the MAN 


F inding the Last Best Adapted to the Foot of the 
Individual Customer an Important Step in Assuring 
Shoe Satisfaction — Blucher versus Bal and the 
Relative Advantages of Each— Influence of Occu- 


EN men’s fitting, when it isn’t so much a matter of 
style as it is one of correci fit and comfort, the ques- 
tion often arises: Blucher or bal? Many times Bluchers 
have been fitted where bals were indicated, and vice 
versa. Generally speaking, it may be stated that when 
the lower instep is high or “fleshy,” or when the width 
expansion at the ball and waisi are greater than ordi- 
nary, a Blucher is better adaptable than a bal. 

However, when the stock contains a large number of 
bal lasts, the above rule is not so binding. A bal can 
give a very satisfactory fit in most cases if the last 
accurately coordinaies with the foot. It is only be- 
cause some stores do not carry a sufficient variation 
and number of bal lasts to meet all feet that difficulty 
is sometimes experienced. Many shoe fitters feel, how- 
ever, that the Blucher is betier to recommend for the 
comfort-seeking foot. There is more allowance for 
plasticity and freedom at the ball, vamp and lower 
instep. For the small stock, the Blucher permits a 
wider range for fitting within iis limitations. 


When Broken Sizes Are Indicated 


Occasionally the salesman is confronted with the 
problem of fitting two differently-sized feet belonging 
to the same person. If the store is conscientious; in its 
fitting, it will not expect him to apply a size that fits 
one foot well and the other poorly. Sending to the 
factory for broken sizes is the only way out—the only 
conscientious way. The customer’s appreciation and 
satisfaction is immeasurable. The making of a steady 
customer is the reward. 

The quality siores use this broken-size method of 
fitting whenever it is called for. But it should not 
remain alone in the hands of the quality group. After 
all, the medium and low-priced stores handle the ma- 
jority of trade. Is not repeat business as valuable to 
them? There also arises the controversial point of 
whether there is as much broken-size fitting as is actu- 
elly needed. That is, only in the most apparent cases 
will most salesmen and siores take the trouble to obtain 
a’ special broken-sized pair from the factory. That 
more of this work needs to be done can be verified 
by the X-Ray shoe fitting device, which shows more 
cases requiring broken sizes than is commonly realized. 


pation and Kind of Use for Which Shoe is Wanted 


In Two Parts: 









Part I 






_Playing Your Favorite Last 


Almost every salesman has a “favorite” last. That is, 
when a person is seeking comfort and fit, many sales- 
men almosi instantly turn to a particular last which 
they have come to believe is ideal for practically all 
feet. In many cases it may be, but because the last is 
a “favorite” does not necessarily mean that it is 
correct. 

The store trying to obiain accuracy in fit should, of 
course, have most of its stock composed of as wide a 
range of conservative and orthodox lasts as possible. 
But the stock should contain at least one shoe on a few 
“radical” lasts. The shortback lasi, for example (it is 
herein termed “radical” only because it has not yet 
become a common stock last). Men’s shoe sales are 
based on comfort and fit, with style usually secondary. 
although style is an essential part of the sale. When 
fii is correct and smart, comfort automatically follows, 
as does style appeal. It is necessary, therefore, to work 
from the bottom—accurate fitting. This means that the 
last should be very closely adapted to the foot. Sales- 
men frequently meet with feet calling for shortback 
and other “radical” lasts. Fitting these feet with lasts 
ihat merely approach the foot type is not accurate 
fitting—fitting that makes for repeat sales. And more- 
over, to obtain this accuracy does not require an invest- 
ment beyond the capacity of even the smallest siocks. 


’ The Influence of Occupation 


Not sufficiently employed in men’s shoe fitting is the 
influential factor of the customer’s occupation. What 
sort of work does he do? Does it require long stand- 
ing or walking? What sort of ground or floor surface- - 
concrete, hardwood, tile, etc.? A man’s occupation 
may be a personal matter, but so is fitting feet. An\- 
how, a detailed answer is not necessary, merely a gen- 
eral idea as to the type of occupation. Tact and diplo- 
macy can obtain results. A question such as, “Do you 
do much standing or walking in your work?” will 
usually be answered with the desired information con- 
cerning the customer’s occupation. 

Oftentime the customer leaves the seleciion of tie 
shoe and its fitting entirely in the salesman’s hans. 
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What comfort and service is derived from the shoe the 
customer usually attribuies to the salesman’s ability 
and the correctness of his selection. 


It is the salesman’s business to know leathers and 
their effect on the foot. When advising a certain type 
of shoe, he should know under what circumsiances it is 
to be used. Because the customer states that he wants a 
comfortable shoe to work in does not simply mean the 
selection of a “soft and roomy” shoe. Proper selection 
goes beyond that. The wear and fit of a shoe differ un- 
der various environments and uses. The shoe has a 
better chance of satisfying when consciously adapied to 
the specific environment and use under which it is 
going to work. 


Selling the Extra Pair 


Selling two or more pairs of shoes to one customer 
is the aim of any salesman. When the customer comes 
in for only one pair, selling the second pair is a matter 
of salesmanship, accompanied by conscientious fitting. 
When the initial pair has been fitted and found satis- 
factory, it is often good sales technique to present 
another pair on the same last in a differeni color. If 
the season is Summer, then the sport or white shoe is 
a diplomatic approach to the second sale (assuming 
the first sale to have been a black or brown shoe). Im- 
pressing the customer with ihe fact that the two lasts 
are identical will enhance the sale of the second pair, 
especially if the first pair has made a “hit” in fitting 
and style appeal. 

The conscientious part of this procedure is that ihe 
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foot is maintained in one certain last adaptable to the 
foot, no matter what style or color of shoe. Frequenily 
the customer will think that he must buy a sport shoe 
in one store, a dress shoe in another, and a comfort 
shoe in still another siore. Making him realize differ- 
ently by demonstrating these various shoes on the same 
last brings two or more potential sales that otherwise 
perhaps would not have come to the one siore. 

Men are usually interested in knowing something 


‘about the products they purchase. Explaining the 


merits and points of a shoe, what its advantages are or 
how and from what material it is made will sometimes 
help to arouse interest and close the sale. The male cus- 
tomer is sometimes annoyed when the salesman bandies 
trade terminology about with reckless abandon. It 
gives him a feeling of inferiority, and he may become 
cautious and wary if he suspects he is being made ihe 
victim of “slick words.” 

Explain uncommon terms if they must be used. For 
example, “combination last” means little or nothing to 
a customer. Even if he does have some idea that it 
means being wider in one part and narrower in another, 
he may not know exactly to what proportion. That is, 
e. combination last may be B at the heel, C at the instep 
and D at the ball; but it may also be B at the heel and 
instep alike and D at the ball. These are different com- 
binations. Explain them. The customer is more appre- 
ciative because he has learned something. It also leads 
to quicker sales because the customer has bought more 
than a pair of shoes; he has bought a knowledge of 
something that before was Greek to him. 


The male customer is sometimes annoyed when the shoe sales- 
man bandies trade terminology about wi:h reckless abandon. It 
gives him a feeling of inferiority, and he may become cautious 
and wary if he suspects he is being made the victim of “slick 


words.” 





“Say! Who are these guys Bennie and Charlie?” 
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This attractive men’s shoe department at 

Silverwood’s main or Broadway store also 

plays its part in bringing in customers with 
its typically masculine atmosphere. 


¢¢JTHERE’S no question but what it’s an inside job. The first thing 
to do is to question everybody connected with this outfit and give 



































them the third degree. Now round up everybody whether you con- fae 
sider they have anything to do with this case. or not. iennmeweede 
“I am giving you fair warning, anything you may say will be 
used against you. The record of that fellow over there looks bad. ~ 
He has been in this store for 20 years, seems to know everybody ee a 
and he is the one to profit most by what has been going on. See 
“Now Kalsman, come clean. It will be best for you. What do 
you know about this job of selling so many men’s shoes in a cloth- TRemeres Ve 
ing store? You had better start talking and make it good.” 
* * * Selesmen No 
“All right, I’ll talk. I guess you have the goods on me, anyway. sain 
At first I started in a small way, thinking I could get away with Sa 
taking only an occasional customer from the other departments ais 
here in Silverwood’s. Then when I found it so easy, I got bolder one 
and bolder, until you find me in my present plight.” __, Aaa 
And under questioning by Boot anp SHoE REcoRDER’s special Sr thantinae, es tom aise saraomee, “anamen 
agent, M. Kalsman revealed this story: a eile Ra kane ea 









“You see, those of us buying for men’s shoe departments in 
clothing stores are restricted in our publicity activities, as com- 
pared to family shoe stores and to exclusive men’s shoe shops. We 





The transfer slip which one salesman must 
fill out in turning his customer over to 


another department. 
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S HOE MAN 
“COMES CLEAN’ 


M. Kalsman, Buyer for Silverwood’s, in Los 

Angeles, Admits Under Questioning that His 

Efforts to Lure Unsuspecting Customers into 

Men’s Shoe Department Were Deliberate and 

Premeditated — Sales Resulted Because He 
“Planned It That Way” 


An interview with Mr. Kalsman 
by HARRY R. TERHUNE 


do not get a great deal of window space of large unit 
displays of shoes and our shoe advertising is dwarfed 
by the space given over to the clothing copy. Many 
men come in our stores who either forget or do not 
realize we carry shoes. Our problem therefore is to 
sell those store customers who are already within our 
walls. These are perfectly natural prospects. 
“Interior displays are only passively fair as silent 
salesmen. No silent salesman ever had the sales-pro- 
ducing power of a tactful talkative one. And how to 
make clothing, furnishing and haberdashery salesmen 
taciful and talkative about shoes you ask? That’s easy! 


A side corridor of the men’s 
shoe department at Silverwood’s 
Broadway store. Note the novel 
little display shelves on which 
one shoe is shown, each on a 
different-colored handkerchief 
which little idea helps in draw- 
ing attention to the shoe. 


M. KALSMAN 


Just make them like the fellows in the shoe depart- 
ment, like the shoes we have and make it worth their 
while to send customers to us. Human nature does the 
rest, but it does need continuous prodding, however. 
Interesting prodding to the boys in the rest of the store 
that keeps up their interest in shoes, always pays good 

dividends. 
“Our departmental records prove that we can and 
[TURN TO PAGE 36, PLEASE] 








No. Mrs. 


“) haven’t seen anything yet about shoes being a part 
of this rehabilitation program, but I am sure that indus- 
try needs assistance, too.” (Eleanor Roosevelt in her 
column “MY DAY” of July 16, 1938.) 

No, thanks, Mrs. Roosevelt. Emphatically no! 

The clothing industry may go to Washington with 
begging hands outstretched, for government to buy 
surplus production for charitable relief distribution— 
but not the shoe industry. We respect, Mrs. Roosevelt, 
your humanitarian impulses and have a deep appre- 
ciation of your social service, but spare us this inter- 
ference with a normal function of fitting the article—for 
shoes can only be used one way—on individual feet, 
fitted. 

Here stands one industry proud of its traditions of 
adherence to the principle of individual responsibility— 
a tradition that has come down through the ages. It’s 
a very natural principle, if you think about it, for 
shoes have to be fitted to feet and an intelligence is 
needed at the point of fitting, that perhaps is unneces- 
sary in any other article of clothing. You have had 
some experience yourself in trying to find a well-fitted 
shoe and we learned from the newspapers that the 
degree of comfort that you finally achieved came at 
the hands of a capable shoe man from a very little 

store in Pennsylvania. Now don’t you see how impos- 
sible it would be for government to buy millions of 
pairs of shoes and hope to get them on the feet of 
people by any system of warehousing, over-the-coun- 
ter, etc. 

In our belief, it was a great error on the part of 
government to go into the purchase of clothing sur- 
pluses. We feel government was sold a bill of goods 
with a labor union tag thereon. Government has taken 
one step too many down the path of “going into busi- 
ness”—in competition with retail enterprise. Govern- 
ment has a proper function in broadly regulating the 
practices of business, but in actually buying up certain 
manufacturers” surpluses, it is setting a precedent it 
will eventually regret. If clothing purchase was a trick 
to “cut out distribution costs,” it won’t work in shoes, 
for sizes, widths, selections plus fitting service would 
leave in government hands undigested stocks no end. 

We like to think of the shoe industry as being what 


THE Sal's nn 


Roosevelt. 
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Not In Shoes 


By ARTHUR D. ANDERSON 


EDITOR, BOOT AND SHOE RECORDER 


the Poet Devlin said: “The shoe craft, what better 
craft can be—ancient, honorable, independent, free.” 

To our best knowledge, there has been no official act 
by associations or labor unions asking for government 
aid in the movement of manufactured surpluses of 
shoes. There may be, here and there, examples of 
organizations eager for a sale, who have presented 
propositions to the government for relief’s sake, but by 
and large, the well-considered opinion of the industry 
is that government has gone too far afield from iis 
proper functions. 

Outstanding as a competitive industry, it is tolerant 
of every method of distribution—independent, chain, 
house-to-house; but it stands firm on one principle— 
shoes must be fitted. It is perhaps the only industry 
that shows examples of refusing to sell its commodity 
to an individual—if a fit cannot be made in the type 
of shoe desired by the customer. What shoes it makes, 
it can dispose of in proper time and in a legitimate 
manner. 

At retail it really is one industry worth preserving 
in its rather unique independence—asking nothing of 
government and giving its all to the public. It has 
demonstrated through two depressions that it can walk 
down the line with every man, woman and child in 
America; those recipients of relief checks who come 
into shoe stores and so state their needs, are given the 
best shoes for the purpose, at the lowest possible price, 
for the combination of shoe and fitting service. Ask 
any relief executive to cite you the economic assistance 
of retail shoe men and you will inevitably get the 
answer—‘sincere cooperation”—and in many cases, 
without profit to the store. This, too, carries on the 
tradition of shoes fitting into the purse and needs of 
the public. 

Our Washington reporter wires: “At a press con- 
ference, during which Mr. Hopkins announced his 
intention of purchasing $3,000,000 worth of women’s 
Winter coats for distribution in the Autumn, the WPA 
head was asked if shoes would be bought under the 


[TURN TO PAGE 37, PLEASE] 
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—lost, so to speak, for 
an idea, which will 
increase your sales of 


shoes to men? 


Try selling men’s shoes bottomed with Kistler BENCH BRAND Sole 
Leather. Popular lines of men’s street, dress, sport and service shoes now on 
the market will give you the opportunity. In this day of scientific shoe mer- 
chandising, fine leather bottoms are a help in getting profitable business and 
holding it. They enable you to talk up sole leather to the customer and sell him 
on the idea of getting more for his money while you, at the same time, receive 
a better price and profit. 


KISTLER “BENCH BRAND’’ SOLE LEATHER 


A BALANCED TANNAGE 


offers you at least ten good talking points. Each is an avenue of approach 

to the customer’s interest. Here they are. Heavy hide substance—Old-time-vat 

tannage—Full tanning penetration—Rich light color—Thick compact fibre— 

Moisture resistance—Firmness with suppleness—Holds a fine edge—Fine 

natural grain—Assures utmost wear. We are confident that once you are 
behind a line of men’s shoes bottomed with “Bench Brand” sole leather, you'll 

be glad you acted on our suggestion. wit You desire to stock men’s 

oes bottomed with Kistler 

“BENCH BRAND” Sole 

Leather, tell us so and we will 


direct you to the manufac- 
turers of the kind wanted. 
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Putting 


L. J. BIEBER 


A shoe merchant who believes in 


individual foot service. 


BRELATIONS between a shoe mer- 
chant and his customers, particularly 
if the merchant operates the service 
type of store in a town of moderate 
size or a. suburban community, are 
by no means confined to the selling 
and fitting of shoes, in the opinion of 
L. J. Bieber, who for 13 years has 
operated a store at 2502 Grand Con- 
course, in the Borough of Bronx, New 
York City. Despite the fact that his 
store is located in a densely populated 
section of the metropolitan area, Mr. 
Bieber believes that the shoe merchant 
should know his customers individual- 
ly in much the same way that the 
family physician needs to know his 
patients. In other words, he should 
know something of their background, 
occupation and mode of life in order 
to understand fully their foot prob- 
lems and the type of shoe service they 
require. 

“It may be that my early training 
of nine years in a shoe store in my 
home town, Meriden, Conn., is re- 
sponsible for this attitude,” said Mr. 
Bieber, “or it may be that it is just 
natural for me to get beneath the cold, 


BOOT ann SHOE RECORDER, July 23, 1938 


Customer Relations on an 


Individual Plane 


T o Render Intelligent Shoe Service, the Merchant 
Should Get Beneath the Hard Surface of Ordinary 
Business and Study the Needs of the Individual, 
Declares L. J. Bieber, Bronx Shoe Retailer. An 
Instance of How This Kind of Service Helped to 


Save a Child from Serious Deformity. 


hard surface of the usual customer- 
store relationship in my effort to de- 
termine, sincerely and honesily, what 
will prove best for the customer and 
eventually make her and her family 
real friends of our store. That friendly 
air of confidence that permeates each 
transaction has grown out of the recog- 
nition by the public that we enjoy 
doing the right job, in the right way, 
even if it requires a little extra in time 
or service. 

“Our store, today is known as a 
‘fitting place to buy Shoes,’ where 
problem feet as well as normal feet 
are fitted. Often people can be heard 
to say, ‘If you go to L. J. Bieber, you 
must take the proper shoe for your 
foot, etc.’ We are glad to have that 
said of our store. My wife and I have 
always taken care of our business our- 
celves, that is, we serve 90 per cent 
of our trade. We derive a genuine 
satisfaction from our service to the 
community and _ unsolicited letters 
from satisfied customers are frequent- 
ly received. 

“We sell women’s and children’s 
shoes only, but it is surprising to see 
the many men that come in to our 
store to ask us to check the fitting of 
their shoes. 

“An incident that occurred not long 
ago illustrates the important results 
which can come from the kind of ser- 
vice we try to render. One of my cus- 


MRS. L. J. BIEBER 
Who assists her husband; together 
they serve 90% of customers who 
come to their store, 


é 
tomers brought in her grandchild, a 
boy aged 12, to be fitted for shoes. 
Although I was rather busy that day, 
my training led me to observe im- 
mediately definite signs of lack of 
body balance and poor posture as the 
boy sat in front of me. I assumed that 
he had some form of hip trouble, but 
I did not comment upon it to his 
grandmother at first, nor did I let her 
see that I was aware of anything ab- 
normal. I proceeded in the usual way 

[TURN TO PAGE 43, PLEASE] 
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UNRESTRICTED SELECTION OF PLATFORM 

MATERIALS — Platform materials can be selected tor 
cost, flexibility, resiliency, edge character and weight 

SECURE SOLE FASTENING — Both platform and 
outsole are fastened to the shoe by the single opera- 
tion of sole stitching 

MAXIMUM FLEXIBILITY — An inherent factor in 
the lockstitch method of sole attaching 

ECONOMY IN MATERIALS — In selecting platform 
muterials and widths of bindings definite economies 
ire possible 

EASE OF MANUFACTURE — No necessity for 


special and expensive operations 


All the items described above are out- 

Standing advantages to manufacturers 

who are making platform or beaded 

welt shoes using the 

GT SOLE STITCHING MACHINE 
— MODEL C 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
























An attractive advertisement by 
Block’s of Indianapolis, featuring 
recreation footwear for Summer. 


BRETAIL shoe ads in this month of 
July fall mainly inio two classifica- 
tions, if one may judge by the great 
majority of those appearing in news- 
papers of many cities and checked in 
a survey of advertising covering the 
first half of this month. For the most 
part they are clearance ads, announc- 
ing mid-Summer price reductions on 
seasonable footwear, or adveriisements 
featuring recreation shoes for hot 
weather and vacation wear. 

The prevalence of warm Summer 
weather over a large section of the 
country has had the effect of stimu- 
lating this latter kind of adveriising to 
a considerable extent, and in this way 
it has also resulted in materially in- 
creasing the volume of shoe advertis- 
ing appearing this month. Notwith- 
standing that fact, it is apparent that 
the stores have curtailed their advertis- 
ing to a considerable extent, and 
smaller space is being used than usual, 
even for the sale ads. Economy and the 
poor business many stores experienced 
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Hot Weather Gives Cue 
for July Retail Ads 


S tores Everywhere Feature Play Shoes, Vacation 


Footwear and Outdoor Styles of Every Description, 
while Clearance Sales Provide the Copy Theme for 


early in the season is doubtless largely 
responsible. 

Deep price cuts are being adveriised 
on Summer sports footwear, including 
white shoes for spectator sports wear. 
For example, Saks at 34th Street, in 
New York, announcing a clearance of 
men’s Summer sports oxfords at $4.98, 
said in an ad last week: “Here’s your 
chance to save on men’s fine Summer 
sports oxfords. Now, right ai the start 
of the Summer season. Genuine _all- 
white buck, tan and white or black and 
white with leather soles and _ heels. 
Other styles in Maccasin type with 





Hot weather was used as an effec- 


tive selling argument in this strik- 


ing ad by Maling Brothers, Chicago. 





Current Advertising 









With vacation thoughts uppermost 
in the minds of many people, this 
advertisement by Cutler’s, Chicago, 
has more than average timeliness. 


crepe rubber soles. Also wingtips and 
plain toe Bluchers.” Similarly other 
stores content themselves with empha- 
sizing the values in their sale ads, and 
describing the styles and quality of 
shoes, without going into any very ex- 
tensive sales talk. Because they are 
offering unusual values this season, 
the stores apparently are relying large- 
ly on the values themselves to sell the 
shoes, without resorting to any special 
promotional build-up. 

“Paragon Shop makes it easy to own 
smart shoes in brown and white,” says 
Block’s of Indianapolis, one of whose 
attractive play shoe ads is reproduced 
herewith. “What shoes shall I wear 
with my shirtwaisi dresses, my linen 
suit, my pique frock and my printed 

[TURN TO PAGE 43, PLEASE] 
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MERCHANTS 
AND 
MANUFACTURERS 
Place Orders Now! 


This National Men’s Shoe 
Week gummed posterette is 
the official insignia for this 
1938 promotion. 


SIZE: 

214" x 3’ 
Attractively printed in two 
colors, blue and orange, on 


heavy coated gummed 


paper. 


Announcing The Official 


National Men’s Shoe Week Posterette 


HERE’sS your chance to insure your participation in National Men’s Shoe 
Week promotion now. These attractive stickers are suitable for use on 
bills, statements and letterheads, or may be used as package seals. They 
announce to America that September 10th to 17th is National Men’s Shoe 
Week. Your prompt order will be appreciated since the initial print order 
is limited. They will be ready for delivery August Ist. 





PRICES: National Men’s Shoe Week Promotion 
Boot and Shoe Recorder 
239 West 39th Street, New York 


500 .... $8.50 
Please Send (for delivery August 1st) 
1000 ..-- 11.00 National Men’s Shoe Week Gummed Posterettes. 
«e++Check (or Money Order) enclosed, or 


Each additional 1000... $8.00 Mail C. O. D. plus postage. 


Please Print Your Name and Address Clearly 
RECORDER Please Make Checks Payable to Boot and Shoe Recorder 


The Great National Shee Weekly and Sponsor of National Men’s Shee Week. 
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Diagram made from blue 
print which showed re- 
sults of traffic check in 











Milwaukee shopping area. 
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HABITS OF SHOE SHOPPERS SURVEYED 


SHOE store owners undoubiedly will be interested in 
a complete traffic check made in Milwaukee, through 
the Board of Public Land Commissioners, with WPA 
checkers, to determine the volume of pedestrian traffic 
in certain business areas. 

This trafic check was rather unusual because it took 
in three complete blocks of the second bes? retail busi- 
ness district in Milwaukee, and because it covered a 
12-hour period, from 6 a.m. to 6 p.m. From the fig- 
ures obtained, one can easily see which is the better 
side of the business street checked; inasmuch as there 
are quite a number of shoe stores in this area, namely, 
Schusier’s Department Store, Geisinger’s, Miller Jones, 
Big Shoe Store, Kinney Shoe, Schmitt Shoe Store and 
Heyenbruch Shoes, the facts obtained on pedestrian 
traffic can be definitely related to shoe store trafic and 
profit. 

The survey of the Upper Third Street business dis- 
trici, from W. Lloyd to W. Meinecke Sts., the. first of a 
number of surveys in Milwaukee, reveals that 12,937 
people entered the area during the 12-hour period and 
that 11,555 departed. Pedestrian traffic on the west 
side of the street was more than three times as heavy 









Complete Traffic Check on Pedestrians in Three 
Block Area in Milwaukee Shows Interesting Variations 





as ihat on the east side, although there are some mighty 
fine retail establishments on the poorer side. All shoe 
stores mentioned above, except the Heyenbruch Shoe 
Store, are on the west side of the street which receives 
the most pedestrian traffic. Sometimes conditions, in 
the case of an individual store, may be such that the 
side with least traffic will offer compensating advan- 
tages. 

The center block in the survey, between W. Garfield 
and W. North Avenue, had a traffic count of 17,105, 
indicating that many people passed up and down this 
block several times while in this business district. W. 
North Avenue and N. Third Street is a transfer point 
for street car and bus traffic, and this fact makes for a 
heavy traffic. 

Although all pedestrians passing a certain store do 
not come in to buy, the fact remains that the greater the 
volume of traffic, the more opportunity a merchant 
has to aitract more customers into his store. There- 
fore, on the basis of the Milwaukee survey, it would 
seem that merchants on the west side of the street have 
a better break in regards to pedestrian traffic than do 
[TURN TO PAGE 4], PLEASE] 
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N ational Economic Committee 
Lays Broad Foundation for Anti- 
Monopoly Investigation, with Pre- 


liminaries in the Hands of Execu- 


N39) 


tive Department Members — Ef- 
fects of the Tydings-Miller Law to 


Be Surveyed from Various Angles, 


Both Friendly and Critical. 


WY ASHINGTON — The 12-member 
National Economic Committee, in a 
move giving wide latitude to the execu- 
tive departments in developing mate- 
rial to be brought before the full 
committee in its broad anti-monopoly 
investigation, has directed representa- 
tives of the six agencies to go ahead 
with their respective recommendations, 
preliminary to the public hearings ten- 
tatively scheduled for September. Un- 
der this arrangement, the Federal 
Trade Commission, by virtue of its 
previous experience in moving against 
resale price maintenance practices held 
to be in violation of the Clayton Act 
and more recenily in dropping some 
of these cases in view of the Tydings- 
Miller law, is the designated agency 
for continuing a study of the effects 
of the Tydings and Robinson-Patman 


Acts for the anti-monopoly committee. 


THE FTC is regarded as the Gov- 
ernment’s ouistanding opponent of the 
Tydings law, which has been on the 
statute books since last August and 
the Commission is expected to leave 
no stone unturned in bringing infor- 
mation before the full committee de- 
signed to bear oui the Commission’s 
contention that the law encourages 
monopolistic practices and unduly 
raises prices to consumers. On the 
cther hand, the committee took steps 
to widen ihe scope of the inquiry to 
permit other Government Departments 
to participate in the investigation 
upon request. This would give the 
committee access to the results of a 
study now under way by the WPA 
which seeks to learn the effect of state 
fair trade laws in addition to the na- 
tional resale price maintenance law. 
Because it was launched ai the request 


ef retail drug circles—leaders in the 
fight to pass the Tydings measure— 
and because the experts designated by 
the WPA to conduct the study have 
been represented as favoring the law, 
critics have charged that the inquiry 
would picture the results of fair trade 
laws in a highly favorable light. 

In any event, the anti-monopoly 
committee's work between now and 
September will largely be placed in 
the hands of the executive departmeni 
members. These departments, all of 
whom have representatives on the com- 
mittee, have been directed to go ahead 
with their respective programs as fol- 
lows: 

The Federal Trade Commission— 
Compiling data on produciion and 
distribution problems, industrial com- 
binations and mergers. 

Justice Department—Industrial com- 
binations and mergers, pricing pol- 
icies. 

Department of Commerce—A gen- 


eral economic review based on data 


in the files of the late NRA including 
several heretofore unpublished reports 
and paying special attention to size 
of units as it relates to pricing policies 
and monopolistic practices. 

Department of Labor—Reviewing 
combinations and mergers as they af- 
fect labor, unemployment and living 
conditions. 

Treasury Department — Surveying 
the results of the procurement divi- 
sion’s experience in making Govern- 
ment purchases; studying existing 
anti-trust laws here and abroad with 
particular attention to be given Brit- 
ish laws. 

Securities and Exchange Commis- 
sion—Corporate powers and_ struc- 
tures. 


In proceeding with these prelimi- 
nary studies, the executive depart- 
ments will be empowered to subpoena 
information, providing a sub-commit- 
iee, composed of Chairman O’Ma- 
honey, Vice-Chairman Sumners, SEC 
Chairman Douglas and Representative 
Eicher, Democrat of Iowa, grants 
their requests. Both the FTC and the 
SEC already have the power to sub- 
poena witnesses and data under the 
laws which created them. 


LEON HENDERSON, former head of 
the NRA Research and Planning Divi- 
sion, will take leave of absence as one 
of Harry Hopkins’ economic advisers 
on the WPA staff, to be secretary and 
co-ordinator of the committee. His 
job will be to keep the committee 
functioning smoothly, eliminate over- 
lapping functions between the execu- 
tive departments, and supervise the 
committee’s housekeeping activities. 
Pairing members of the Congressional 
delegation with departmental repre- 
sentatives will divide the committee 
into six groups, each exercising rather 
broad discretionary power. 

The full membership of the com- 
mittee: 

House members: Vice-Chairman 
Hatton W. Sumners, Democrat of 
Texas; Edward C. Eicher, Democrat 
of Iowa, who has abandoned his race 
for re-election to spend his full time 
on the commitiee; and B. Carroll 
Reece, Republican of Tennessee. 

Senate members: Chairman Joseph 
C. O’Mahoney, Democrat of Wyo- 
ming; William H. King, Democrat of 
Utah, the Senate’s outstanding oppo- 
nent of the Tydings-Miller law; and 
William E. Borah, Republican of 

[TURN TO PAGE 47, PLEASE} 
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How Fall Fashion Winds Are Blowing 





a good answer ready this Fall, espe- 
cially in regard to color. 

The verdict of the ready-to-wear 
market is that, while black is number 
one color in dressy coats and costumes, 
color has come to town in a big way 
for casual and sport clothes, and has 
even made some headway in the more 
formal types. This is good news for 
the shoe man. Now is certainly the time 
to sell the black shoe and that extra 
pair, or pairs, in color. 

What colors should he count on sell- 
ing after black? First are the browns. 
These are unusually beautiful and 
varied, from the very dark Coffee 
Brown (a carried over color) to the 
lively new Golden Havana shade. Be- 
tween these two is a warmer dark 
brown (called on the N.R.D.G.A. color 
coordination card, Brier Brown) and 
allspice. The brown family in leathers 
is doubly important this season in rela- 
tion to garment colors because brown 
for dressy coats is second only to black. 
All kinds of brown furs—many of 
them dyed to resemble sable, mink and 
baum marten—are also extremely im- 
portant. Blue, somewhat grayed, has 
been called “the surprise color” of the 
season and will probably be increasing- 
ly popular as the season goes on. So, 
brown shoes with blue, and also with 
green which is being more talked about 
than usual, a yellowish green being the 
newest note. And with wine. 

For a casual or sport coat or suit, 
a brown shoe has always been a natu- 
ral. This year, with such variety in 
the brown leathers, this is more true 
than ever. After brown, the natural 
tones, the medium blues, the greens and 
wines are the leading colors and any 
of these can be complemented with a 
brown shoe. 


In wool dresses, there are several. 


important colors. The two leading 
blues—important in both tailored and 
casual types—this season are a teal 
or greenish blue and a grayed blue, 
with the former probably more popu- 
lar for dresses. Again, brown shoes with 
brown are a natural and also with the 
various members of the rust family, 
with wines and greens and naturals. 

Brown furs are of great importance. 
They include blue fox, mink, sable, 
baum marten and various furs dyed to 
look like these. This should be a big 
season for furs with prices averaging 
25 per cent below recent years. Blue 
fox has been used very effectively with 
plum and with taupe brown, and mink 
with olive green. 

After the brown and spice leather 
tones, Chateau Wine is the most 
adaptable as an accent color. It is dark 
enough, and yet warm enough, to look 
well with any of the season’s colors, 
and can also be used-to match or blend 
with a wine costume. 

The most interesting colors of the 





[CONTINUED FROM PAGE 15] 


season in ready-to-wear are blue, rust 
and wine, and, in shoes, Porto Plum 
and Berry Red. All kinds of unusual 
combinations can be worked out with 
combinations of these and other colors. 
One of the outstanding examples of the 
new trend to unexpected and subtle 
combinations is the promotion of one 
big*buying house of teal blue with wine 
accessories. Wine with navy or-a slate 
blue is not a new story, but this idea 





The vogue for dressmaker treat- 

ments carried out here in shirred 

grosgrain “Pleattrim” on a dressy 
suede stepin. 


is more daring and should be watched. 

It is these new off-tones—the blues, 
the greens, the purples and mauves, the 
yellows to some extent—that make the 
Fall fabric picture so interesting. High 
style garment houses have introduced 
the most daring combinations in plaids, 
tweed mixtures and combinations of 
solid colors in different parts of the 
costume. One house, which is pro- 
moting a new brown with a slight 
mauve overtone, combines this brown 
with thistle, with lettuce green, with 
royal blue, with mustard, with orange 
—with practically every color imagin- 
able—and the effect is beautiful and 
exciting. In all the tweed mixtures and 
plaids on the market, there is unusual 
opportunity for the colored shoe to 
pick up one of the fabric colors, or a 
black or dark shoe trimmed in a color 
to bring out one of the colors in the 
fabric mixture. 

An important source of color in 
clothing is trimmings — embroideries, 
appliques of suede, kid and other mate- 
rials, sequins, beads. This is a season 
of elaborate ornamentation, partly due 
to the influence of the Louis XIV, XV, 
XVI periods brought on by such events 
as the Louis XIV tercentenary celebra- 
tion in France and the opening of 
the much-promoted film, “Marie An- 
toinette,” in this country. And partly 
due to the continuance of the peasant 









influence, shifted now from Austria to 
the Scandinavian countries, especially 
Sweden. “Junk” jewelry is still in the 
picture and dresses are being designed 
and sold with specially designed 
jewelry, 

With so much color and trimming in 
clothing, the shoe buyer should also 
feature shoes that follow this trend, 
but with restraint. Hats are going 
haywire to such an extent that shoes 
must show a little dignity to balance 
the effect. This does not mean that we 
should revert to the plain opera pump 
or the classic oxford. We could not, 
even if we wanted to. The trimmed 
pump and stepin are leaders in the 
Fall market, but, as we have been not- 
ing since the first pullovers were 
shown at the Leather Show way back 
last March, they are distinguished by 
simplicity of appearance and restraint 
of treatment. This appearance is some- 
times deceitful and the treatment is 
not really so simple, but the effect is 
such and that is the main point. 

So-called “dressmaker” treatments 
continue to be very strong and are en- 
tirely in harmony with the strong 
trend toward softer, daintier and more 
feminine treatments in the ready-to- 
wear. The illustrations on these pages 
show the applications of these ideas 
in shoes and in three types of cos- 
tumes from the Paris market which 
have set the pace for leading ideas in 
American designs. 

The silhouette story is twofold. 
There is the continuance of the loose- 
fitting boxy coat, good for volume in 
all types and the new fitted line for 
high style dress coats. Here are two 
obvious ideas for selling shoe sil- 
houettes. The “chunky” shoe pattern 
with round or square toes and square 
heels is a natural with the chunky 
coat, so strong, especially in fur. The 
elegant fitted coat, often with a subtle 
suggestion of blousing in the back, be- 
longs with a smoothly fitting shoe 
pattern, with higher vamp. 

Some other interesting ideas include 
a new “lift” idea which has come into 
dresses and coats. It is the “Victorian 
lifted” shoulder or modifitd leg-o’- 
mutton sleeve, first introduced by 
Schiaparelli. Hats are decidedly up in 
the air, with little pointed trimmings 
and feathers, and points are being used 
on shoes, in such a trimming as shown 
here in the patent and suede combina- 
tion, and in the popular high-pointed 
front stepin with D’Orsay line, and, 
sometimes, devil back heel. Watch out 
for points. Another new development 
of importance is the deeper armhole, a 
modification of the Dolman sleeve. 

Elegance of material and line, color, 
beautiful detailing is the fashion story 
for both ready-to-wear and shoes as 
told in the Fall collections. 
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1600—Arbutus Pink 
1010—Wistaria 
1015—Lilac 
1650—Cyclamen Pink 
1370—Petunia Blue 
1320—Delphinium Blue 
155—Mimosa Yellow 
1170—Primavera Green 
1225—Geranium Red 








Shoes Designed for 


“Little Evenings” 


For the costume which is less formal than a 
ball gown, more “evening” than a cocktail - 
dress, we advocate shoes of tissue kidskin in 
flower colors. Style them simply,—let color 
and a fabulously soft texture tell a brilliant 
fashion story. Promote tissue Kid shoes for 
a season in which feathers and jewels call for 
a reflecting note of color. 


(Mews Crstl oa 
(Allked (Kid Cm 


100 Gold ASrect, New York Cy 
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IT is not enough that the sole of the 
shoe bends easily — there must be 
Feather Line* flexibility as well, if 
the foot muscles are to be properly 


accommodated. 


LITTLEWAY and UCO LOCKSTITCH 
shoes — regular insole or Sbicca- 
Del Mac construction — have a high 
degree of Feather Line flexibility 
which gives the wearer added com- 
fort when her feet are in action as 


well as in repose. 


This is one important reason why 
so many successful manufacturers of 
trade-marked shoes and large mer- 
chandising groups who own or con- 


trol factories use these methods. 


\ \ 


* FEATHER LINE IN ACTION 


* FEATHER LINE IN REPOSE 


appoi1 
buying 


LITTLEWAY PROCESS COMPANY Miss 


recent. 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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THIS WEEK IN THE SHOE TRADE 


Saturday. Jaly 


23, 1938 


National News 





Successful Shoe Show Held at Charlotte 





First Charlotte Shoe Fair Attracts More Than 2000 Shoe Men 
from South—Exhibitors Report Sales 
Exceeded Expectations 


CHARLOTTE, N. C.—The Charlotte 
Shoe Fair, held on July 10, 11 and 12, 
at the Hotel Charlotte, here, drew an 
attendance of more than 2000 shoe men 
from seven states and was generally 
conceded to have been a very successful 
and entertaining showing. About 50 
manufacturers of shoes and accessory 
lines were listed as exhibitors, and re- 
ports from the various salesmen in 
attendance indicated that sales had far 
exceeded their expectations. 

On Sunday, July 10, the opening day 
of the show, a golf tournament was 
held for the visitors under the direction 
of Roy C. Marks. In the evening, the 
visitors were welcomed by Mayor Ben 
E. Douglas and Clarence O. Kuester, 
manager of the Chamber of Commerce 
and secretary of the shoe fair, at an 
informal meeting in the hotel ballroom. 
Robert Levine, president of the Char- 
lotte Shoe Fair, presided. A musical 
concert was given by the Charlotte 
Male Chorus. 

Following the general business on 
Monday, July 11, an elaborate floor 
show and style revue were given at a 
banquet in the evening. About a score 
of local girls modeled the new styles of 
Fall shoes. The floor show was given 
by professional entertainers brought 
to Charlotte from Baltimore. 

On the final day of the showing, 
Tuesday, a grand ball was held in the 
ballroom of the Hotel Charlotte. 

Mr. Kuester predicted that the fair, 
which will be held semi-annually in 
this city, eventually will grow to larger 
proportions. About 40 of the exhibitors 
have signified their willingness to re- 
turn to the next showing. 


Simerson Adds to Duties 


PHILADELPHIA, Pa.— W. N. Simer- 
son, women’s shoe buyer for the New 
York Wanamaker store, was recently 
appointed to the additional duties of 
buying women’s shoes for Wana- 
maker’s in Philadelphia, succeeding 
Miss Ann V. Callahan who resigned 
recently to go in business for herself. 





DATES TO REMEMBER 


Monthly Shoe Buyers Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill... July 25, 26, 1938 


Buffalo Shoe Travelers Association, 
Shoe Show, Hotel Statler, Buffalo, 
N. Y July 31, August 1, 1938 


Official Leather Opening, Tanners’ 
Council of America, and N.S.R.A. 

Style Conference for Spring, Wal- 

dorf-Astoria Hotel, New York 


September 12, 13, 1938 


20th Annual Convention, New York 
State Shoe Retailers’ Association, 
Hotel Onondaga, Syr: N. Y. 
September 18, 19, 20, 1938 


National Industrial Stores Association. 
12th Annual Convention, Hotel 
Netherland-Plaza, Cincinnati, Ohio 

September 19, 20, 21, 1938 


National Shoe Fair, Hotel Stevens, 
Chicago, Ill.....January 3, 4, 5, 6, 1939 


Joint Convention, Southwestern Shoe 
Travelers Association and Texas- 
Oklahoma Shoe Retailers’ Associa- 
tion, Gunter Hotel, San Antonio, 

January 15, 16, 17, 18, 1939 








Frank T. Lloyd, formerly in the men’s 
division of the Wanamaker shoe de- 
partment in New York has been ap- 
pointed assistant buyer of women’s 
shoes in the Philadelphia store, suc- 
ceeding Mary M. Callahan, who re- 
signed to join her sister in the new 
venture. 

Miss Callahan has leased the store 
at 111 S. 16th St., Philadelphia, which 
will be opened as a smart women’s 
shoe store, following alterations and 
redecoration. 


Herbst Given Safety Award 


MILWAUKEE, WIs. — Herbst Shoe 
Manufacturing Company, Milwaukee, 
manufacturers of “Child Life’ and 
“Tom-Boy” shoes, has been awarded an 
attractively engraved plaque for hav- 
ing the safest shoe factory in Wiscon- 


sin. A letter from the Employers Mutu- 
al Insurance Company accompanying 
the plaque reads as follows: 

“Congratulations— 

“For having made a perfect record 
for number of man hours worked, you 
have been awarded the 1937 prize in 
the “No Accident Contest” for your 
group. You have done a fine job, and 
have a right to be proud of your rec- 
ord and the ideals for which it stands. 

“If your shoes are manufactured in 
the safest plant in the state, they must 
be good shoes. 

“Congratulations again, and we wish 
you the same success in this year’s con- 
test.” 


Steps Up Production 


Los ANGELES, CALIF.— George M. 
Shanklin, general manager of the Cali- 
fornia Shoes, Ltd., factory, announces 
a general stepping up of production in 
erder to keep pace with the considerable 
amount of new business being written 
for immediate and for Fall delivery. 
This increased production is possible 
through the fine cooperation of the fac- 
tory’s employees, many of whom have 
been with the company from 10 to 15 
years. A quality supervisor has been 
selected from the ranks of the older em- 
ployees whose duty it will be to see that 
every pair of shoes turned out is of a 
very high quality standard regarding 
workmanship and selection of mate- 
rials. Road salesmen of this organiza- 
tion are receiving excellent receptions 
from their trade with the many typical 
California novelties being originated by 
this plant. 


Gordon Joins Gardner 
Advertising Company 


St. Louis, Mo.—Eugene H. Gordon, 
assistant advertising manager of Brown 
Shoe.Company for the past ten years 
and formerly with Ford Motor Com- 
pany and Pennsylvania Railroad Com- 
pany, joined the staff of Gardner Ad- 
vertising Company on July 7. 

While with the shoe company, Mr. 
Gordon directed and supervised the 
advertising and promotional work of 
several hundred allied independent re- 
tail stores. In the new connection he 
will assist A. W. Neally, vice-president 
and account executive, in servicing a 
number of Gardner clients. 











































Shoe Man Comes Clean 
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do sell 90 per cent of all the men who 
sit down to be fitted in the shoe depart- 
ment. Furthermore, more than the 
usual average become repeat customers. 
Our major problem is to get the men 
seated in our fitting chairs. 

“A store rule that all clothing and 
other salesmen must suggest either 
hats or shoes works out very well for 
us. We have what we term a ‘traas- 
fer’ system. A salesman in other parts 
of the house makes out a transfer slip 
in which he details the name of his 
department, his number, the number 
of his sales check and the amount of 
the sale. The customer presents this 
to the shoe man, who in turn fills out 
in detail what he sold the customer. 
Clothing salesmen are paid 15c. for 
every transfer to the shoe department, 
whether the customer is sold or not. 

“At the end of the month, all these 
transfer slips are checked and verified 
by the store’s personnel department. 
The man heading the list gets due 
recognition, in fact the management 
wants the selling force to make from 
$9 to $12 a month extra through this 
method. 

“That is what the store management 
does. Now, we in the shoe department 
have our own devices for keeping the 
boys in the store in a frame of mind 
so that they will always think of 
shoes. Everybody likes to do a little 
chance taking, that is not gambling, so 
we use a variation of the punch board. 
Salesmen in other parts of the store 
who send their customers to our de- 
partment are given the right to punch 
the board. When 500 numbers have 
been punched out, certain of the men 
will receive prizes of from $2.50 to 
$10.00, with a total of $20.00 being 
distributed. in this manner. 

“Nearly every suit sold is altered 
and delivered. When Mr. Man tries on 
his suit at home for the first time. he 
sticks his hands in the trouser pockets, 
and much to his amazement he finds 
something which feels like money. It 
is an alloy disc about the size of a 
quarter with this wording: ‘A new 
pair of shoes would make this suit 
look still better. See Silverwood’s shoe 
department.’ 

“In every one of the 40 store dress- 
ing rooms are signs directing the way 
to the shoe department. Photographs 
of seasonable shoes on these cards do 
their bit in calling attention to the 
shoes on the main floor. 

“It is obvious that if a shoe buyer 
does not get full cooperation from all 
other store departments, he is sunk as 
far as volume is concerned. This store 
is fortunate in having as nice a volume 
in shoes as many of the larger shoe 
stores. 

“To get this complete inner-store 
cooperation, either in this store or in 
any store, the shoe man can not be an 


‘executive’ or just a department head. 
He must be ‘regular’ and personally 
liked by all the boys in the house, for 
they can easily sweeten or sour the 
shoe department’s business. 

“Boys in the rest of the store always 
get a 25 per cent discount on all shoes 
bought for their personal use. The 
best pair of shoes in the house is 
always offered as a prize on all store 
sporting events such as golf tourna- 
ments, bowling and picnics. It pays to 
be very liberal with the rest of the 
boys in the house. 

“And there is another angle to this 
that is worthwhile. If we have a line 
of shoes that we are commencing to 
get worried about, just by going around 
the house telling the men something of 
this sort ‘Jack, I bought too many of 
this shoe. It’s good, but help me out 
by boosting it’ is an appeal that 
always gets results. 

“When we have a special for a day 
or so, it pays to go around the store, 
and personally notify every man. That 
may seem like a waste of time when 
just a notice would do the trick, but 
the old personal touch is what does the 
business. 

“Back in the beginning, mention was 
made of the desirability of talkative 
salesmen over the silent displays. Do 
not think for one moment we neglect 
this latter angle. Our shoe department 
always has a complete assortment of 
some 300 pairs of shoes, slippers and 





BOYD'S 


Gi-tano combines the 


woven shoe and crepe sole 











bi tthewe EN are | 
Woven shoes . . . crepe soles, two of the most 
popular highlights meet in gi-tano (the gypsy). This 
braided leather Slack Shoe, light in weight, is one 
of the mosi comfortable of the casual shoe group. 
The hand-woven leather construction gives with foot 
pressure ond carries its own cooling system. The 
crepe sole and heel seem to make any shoe a best 
seller Four colors, all tan, all white, brown and 


white and ten and 
$6.85 


brown. 
Sizes 6 to 12. Shoe Section— 


Mezzanine. 
° 


BOYD-RICHARDSON—OLIVE AT SIXTH 











Advertisement used by Boyd- 

Richardson, St. Louis, to tie in 

window promotion of men’s 
sport shoes. 
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moccasins always perfectly treed and 
ready for the windows and interior dis- 
plays. We always have slippers in the 
pajama and robe sections, brogues in 
the sportswear, and dress types in the 
regular clothing departments. The dis- 
play man knows he can always find 
shoes ready for him, whatever kind of 
a display he may be working on, so 
shoes get a good break there. 

“Then again when we have a sea- 
sonal special that we want to make a 
killing on, like woolly slippers in the 
Winter, these will be scattered all over 
the store in October and November. 
The boys get a dime extra for intro- 
ducing these in addition to their regu- 
lar 15c. This means that selling some 
4000 pairs of these woollies in two 
months is a proven actuality. 

“One thing we insist on in the case 
of personal introductions to the shoe 
department, that the salesman just say, 
‘This is Mr. Jones,’ then fades from 
the picture immediately. Nothing more, 
for when he commences to tell what the 
customer wants in the way of shoes, 
it is sure to gum up the sale. The 
people in the shoe department can find 
out what the customer really wants 
much better than in long-winded re- 
marks from the outside. 

“And that is my story, so go easy 
on me for the sake of the wife and 
the kids.” 


Sale-ing Through Summer 
[CONTINUED FROM PAGE 17] 


papier mache figures are being used, 
as for example the sun-tanned bathing 
girl of the Kitty Kelly stores and the 
even less encumbered statuettes of 
classic figures that appear in Ansonia 
displays. Effective promotion, plus the 
stimulus of the hot weather, has im- 
parted a real selling impulse to this 
class of Summer outdoor footwear, 
with the result that retailers report an 
excellent response to their clearance 
sale announcements. 

A Mid-Summer sport shoe promotion 
in the Boyd-Richardson store in St. 
Louis was one of the most successful 
this aggressive organization has held 
in a long while, reports men’s shoe 
buyer, Harvey Kopp. An entire win- 
dow on Olive Street was devoted to a 
display of woven sport shoes, which are 
being promoted right through the Sum- 
mer. Illustration of the window ap- 
pears at the beginning of this article. 

It is felt at Boyd’s that these Gi- 
tanos will also be an active selling 
proposition in the Fall, as they are so 
practical for all outdoor activities. In 
fact, the store is planning to merchan- 
dise this type of shoe in different pat- 
terns all the year around. Newspaper 
advertisements, one of which is repro- 
duced herewith, a big display of these 
shoes on the main stairway leading up 
to the balcony men’s shoe department 
and many pairs set around the shove 
department, concentrated the attention 
of men on this type of shoe. 
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Color Fall Windows 


with Decorative 
Display Cards 
and Price Tickets 


i, 
os 


“B” — Orange and 
brown design — buff 
board—priece in black 


PRICE TICKETS 
Attractively hand lettered in 
popular price denominations, 
or blanks. Several designs = 
pT Samples availab! 
oer -s1. 10. 12 Doz.—$2.00 
With Store Name Imprinted 
100 tleke’ 00 
200 tie 00 


Check with order please, un- 
less C.0.D. preferred. 


DISPLAY CARDS 


Each month, 14 informative 
and forceful selling messages 
a appropriately designed 
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Shoe Cosimelies 
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The Editor’s Outlook 
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program. ‘I doubt it,’ Hopkins said. ‘In the first place 
there is no big inveniory in shoes. Shoes are more 
difficult to distribute than clothing.’ He would not 
commit himself as to what further steps would be 
taken for the purchase of additional clothing, pointing 
out that his organization had spent about $13,000,000 
out of $15,000,000 allocated for the purpose by Presi- 
dent Roosevelt. Orders already have been placed for 
$10,000,000 worth of men’s Winter suits and overcoats.” 

So, may we say very emphatically—shoes do not 
want to become a part of any rehabilitation program. 
The commercial impulse may be “when money is being 
spent, let’s get our share,” but the general feeling is 
that the shoe indusiry desires to preserve its functional 
character. It is not interested in any form of charity 
to lift the responsibility of moving its own goods to the 
public in its own proper way. Ii believes in the prin- 
ciple of the fitting stool as the one proper place for 
contact with the American public and states—again 
there is a world of difference between regulating busi- 
ness and going into business in competition with private 
enterprises. The shoe man’s ideal and spirit of indi- 
vidual freedom should not be weakened by any inter- 
ference with its own economics, by government subsidy. 


Guild Acts for Stronger re 


New YorK—The Shoe Fashion Guild of America 
in a meeiing held on Monday, July 18, laid the pre- 
liminary steps toward a stronger and more stringent 
organization. Despite many rumors to the contrary, 
the Guild will continue their semi-annual showings 
with all members exhibiting under one roof. One 
change that was made, however, was the limiting of 
the showings to two days instead of the usual three-day 
event as was the case in the past. 

Attendance at future showings of the Guild will be 
sirictly limited and retailers will be asked to sign per- 
sonal pledges to keep a strict observance of Guild 
policies before admittance to the showings. The last 
two Guild showings were unsatisfactory, it was ad- 
mitted, from the standpoint that a number of exhibitors 
refused to show their outstanding shoes because they 
were afraid to risk having their style ideas stolen. 

The Guild believes that the majority of the blame 
in its failure to make greater strides in design protec- 
tion falls on the shoulders of the retailers who, although 
with the best inteniions, inadvertently pass on Guild 
members ideas to outside sources. 

The Guild feels that if this more stringent policy can 
be successfully carried out in the future, the organiza- 
tion will be a stronger and more dominani one and 
can more successfully carry out its purpose, the pre- 
vention of piracy of design. 
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The following day, the session was 


Hamilton-B rown Receivership Ends resumed with discussions on the short 


leg problem by Dr. Rothmeyer; foot 





disorders from nervous and circulatory 


W. L. Collins, of Collins-Morse Shoe Co., Heads Syndicate causes by Dr. W. F. Strachan; posture 


St. Louis—The Hamilton-Brown 
Shoe Co. receivership was terminated 
four minutes after midnight, July 15, 


by Dr. L. P. Ramsdell; technic of shoe 


Which Has Acquired Control of Well-known Shoe Firm ils: laadaaia cae weaning te 
Ss F foot and leg injuries by Dr. H. V. 

ponsors Foot Halladay; shoes, lasts and leathers by 

Orthopedics Course Dr. Clybourne and a general discus- 

sion on technic, led by Drs. Rothmeyer, 

Co.umsus, OnI0 — The Julian & Clybourne, Stinson, Pocock, Strachan 


when W. L. Collins, head of a syndi- 
cate which acquired control of the 
firm a few hours earlier, arrived at the 
Civil Courthouse in St. Louis with a 
stipulation for dismissal of the receiver- 
ship approved by Circuit Judge William 
S. Connor at Van Buren, Mo. 

Mr. Collins had chartered an airplane 
to present the stipulation to Judge 
Connor, who is on a fishing trip, and 
return it to St. Louis for filing. At 
Lambert-St. Louis Field he was met 
by Samuel H. Lieberman, counsel for 
the plaintiff in the receivership action 
and member of the Board of Police 
Commissioners. 

Two members of the Brown family, 
Mr. Collins said, sold all their stock 
cutright to the syndicate and the other 
three sold one-fourth of their holdings, 
giving options on the balance for two 
and a half years. While the options are 
in effect, the entire 115,000 shares will 
be in a voting trust, controlled by Mr. 
Collins, Chapin S. Newhard of the in- 
vestment firm of Newhard, Cook & Co., 
and Harry B. Wallace, president of 
the Cupples Co. 

Mr. Collins will be on the new board 
of directors of the Hamilton-Brown 
firm with Edward Morris, vice-presi- 
dent of the Collins-Morris Shoe Co., 
Newhard, John Aid, a partner in New- 
hard, Cook & Co.; Arthur G. Drefs, 
vice-president of the McQuay Norris 
Manufacturing Co., end two others to 
be selected. 

Mr. Collins is to become president 
and board chairman of the Hamilton- 
Brown firm, and Mr. Morris will be 
vice-president. The Collins-Morris con- 
cern will continue its separate cor- 
porate existence. 

Mr. Collins, 36 years old, began as 
a shoe-factory laborer 20 years ago. 
He was superintendent of the Milius 
Shoe Co. when he resigned, five years 
ago, to establish the Collins-Morris 
Shoe Co. on a $2,500 “shoestring.” 

The Collins-Morris firm has grown 
rapidly since it began with a daily pro- 
duction of 20 pairs of infants’ shoes in 
a rented factory at 918 South Boyle 
avenue, with eight employees. The 
company now has 1200 employees and 
reported for its last complete fiscal 
period, the year ended last Nov. 30, a 
profit of $111,212 on sales totaling 
$1,317,913. 

The company still operates the Boyle 
avenue factory and has others at Chaf- 
fee and Owensville, Mo. The Hamilton- 
Brown concern, established 55 years 
ago, has factories at Poplar Bluff, 
Union, Columbia and Boonville. It is 
the oldest and was once the largest 
shoe manufacturing business in St. 
Louis. 





Kokenge Company recently sponsored : 
two-day Foot Orthopedics Course, ene. 
which was held in the Grand Ball Room 
of the Hotel Gibson, Cincinnati: It was 
conducted by Dr. Harold E. Clybourne Move and Modernize Store 
of Columbus, and was put on two days Detroit, MicH.—Duchess Shoes, op- 
prior to the opening of the American erated by Samuel Zwiebach and Son, 
Osteopathic Association Convention in Inc., have moved their Redford store 
Cincinnati. Ninety-two doctors from into new and modern quarters at 21706 
21 different states registered. Grand River Avenue. The store which 
The first day’s events included lec- they now occupy was built especially to 
tures on applied anatomy of the foot meet the requirements of their busi- 
and leg by Dr. George Rothmeyer; ness. The capacity has been greatly 
physiology and pathology of the foot enlarged by this modern shoe depart- 
and leg by Dr. Stinson; examination of ment. The store is outfitted in natural 
foot cases by Dr. Clybourne; a discus- rosewood with equipment and furnish- 
sion of foot technic by Drs. Rothmeyer, ings in rose and beige shades. 
Stinson, Clybourne and Pocock; a talk Deeply recessed windows in natural 
on osteopathy in the care of foot con- rosewood form an attractive entrance 
ditions by Dr. Heist; systemic diseases to the store with show case windows 
complicating foot ailments by Dr. Po- on each side of the entrance, and in- 
cock, and a general discussion on minor dividual show cases at the side. 
surgery of the foot. Indirect lighting and an air-condi- 
An open evening meeting was held tioning system has been installed for 
the same day to which the public was the comfort of patrons. Flashing neon 
invited. Main events at this meeting signs add to the attraction from the 
were talks by Dr. Clybourne on the street. The preparation of the store has 
care of children’s feet; by Dr. Stinson cost in the neighborhood of $15,000, 
on osteopathy in the care of foot con- according to I. L. Zwiebach, creating 
ditions; and on posture by Dr. L. P. one of the most up-to-date shoe stores 
Ramsdell. in this section. 





A Mechanical Shoe Display Case 





Chattanooga, Tenn.—W. H. Parkinson, of the shoe department of Miller 
Bros., here, has invented this mechanical shoe display case which will show 70 
pairs of shoes in two minutes by the means of endless belts and a small electric 
motor. No longer will it be necessary for the customer to have the salesman pull 
out several pairs of shoes so that she can ke a selection for she only has to 
stand in front of this display case and select the shoes which meet her fancy. The 
shoes move slowly across the case at about eye level, with eight shoes in full view 
at all times. Mr. Parkinson designed the equipment, and it was built by C. C. 
Bohler, head window display a, Ow _ Engrisch, showcase designer, o/ 

ler Bros. 








Se ee en eee 
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N. Y. Travelers Hold 


Annual Outing 


NEw YorK—The Boot & Shoe Travel- 
ers’ Association of New York held their 
annual outing and golf tournament on 
Thursday, July 14, at Karatsony’s 
hotel, Glenwood Landing, L. I. 

Although the day was not everything 
that could be expected, about 50 shoe 
men were present at the luncheon, but 
when the weather showed signs of 
clearing, several more came out, so 
that at the dinner at night there were 
about 75 in attendance. 

Following the more than ample 
luncheon, the golfers left for the En- 
gineers’ Club, a short distance from 
the hotel, where about 40 teed off in 
the tournament. About the middle of 
the afternoon, rain forced several of 
the players to give up, but several of 
the “bugs” went on and finished the 
round. 

Several of the foursomes had their 
onlookers, but the one that attracted 
most attention was that of Bill Butter- 
worth, Lou Friedman, Wally Butter- 
worth and Ben Jayne. This foursome 
had quite a following, and among those 
present were two well-known shoe men 
from Dallas, Texas—Lou Tuffly and 
Mike Murphy. Rain forced this four- 
some to give up, but not before some 
nice golf was played. 

A shore dinner was held in the eve- 
ning and, as noted, about 75 men were 
present. During the dinner the golf 
scores were announced and prizes were 
awarded. 

Mervin Lyons, of Lyons & Company, 
New York, was the big winner with the 
low gross score of 84. Included in his 
performance was a hole-in-one. This 
made the third consecutive year that 
Mr. Lyons has won the low gross score, 
so that he now retains permanent pos- 
session of the Boot & SHOE RECORDER 
Cup, which he has won for the past 
two years. 

Tom Meath was second with a score 
of 89, and he was presented with a golf 
slicker, donated by Tom Engiund. Bob 
Emmett and Harry Dalton tied for 
third place with 98, and each was pre- 
sented with a pair of shoes given by 
the E. T. Wright Co. 

Glenn Van Meter won first place in 
the low net with a score of 74, and he 
was followed by Herman Schaffer, who 
had 76. Each was presented with a 
dozen golf balls, donated by D. S. Mc- 
Donald of the Marbridge Building. 

Following the dinner, those present 
joined in the general singing and fun, 
which lasted until about 11 o’clock, at 
which time the outing concluded. 


Remodel Store for New 
Department 


WEST CHESTER, Pa.—Ballow Bros. ce 
at 38 West Gay. St., here, are com- 
pletely remodeling their store to allow 
ample space for a new shoe department 
to be opened in time for the Fall season. 
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Newflex will keep them sold, 
inside the Shoe 


@ Shoes carpeted with Newflex Pigskin Inner- 
soles have definite selling advantages. 
natural porosity of Pigskin allows the foot to 
Because Pigskin is flexible and soft, 
it snugly fits the under surface of the foot and 
makes a comfortable walking surface. 
and durable, it can take punishment with every step and help the 
During the life of the shoe Newflex Pigskins 
contact the feet, and the feet will enthusiastically approve the pur- 


The 


Because it is naturally tough 


Ask your manufacturer or write us for samples. 


SALES DEPT.: 223 W. Lake St., Chicago. BOSTON: Lyman P. Gutterson, 42 Lincoln St. Liberty 1206 


EDGAR S. KIEFER TANNING COMPANY 
Tanneries at Grand Rapids, Michigan 





Massachusetts Law Hits Fly-by-Nights 





Aims to Abate Unfair Competition from Firms Who Make 
a Business of Going Out of Business 


Boston, MAss.—Fly-by-night mer- 
cantile outfits who make a business of 
going out of business will have tough 
sledding in this state under the terms 
of a law enacted by the state legisla- 
ture which went into effect July 1. 
Stated briefly, this law stops once and 
for all, the practice of holding a series 
of sales variously known as “closing 
out sales,” “going out of business 
sales,” “removal sales,” “discontinu- 
ance of business sales,” or other desig- 
nations of like meaning, unless the 
merchant who elects to hold these sales 
has had a usual place of business in 
the city or town in which the sale is 
to be held, for a period of one full 
year prior to the sale. 

As a matter of fact, such sales by 
such operators are not expressly for- 
bidden by this law, but are made ex- 
tremely difficult because, before hold- 
ing them, the operator must first file 
with a responsible municipal official, a 
complete inventory of the merchandise 
to be sold and must also file a penal 
bond in the sum of $1,000. 

This inventory provision applies 
doubly in case additional merchandise 
is added to the store’s stock after the 


sale has got under way. In this case, 
the law expressly states that “an item- 
ized list of the goods, wares or mer- 
chandise so added shall first have been 
advertised in a newspaper published 
in the city or town wherein such sale 
is being conducted; or unless each item 
of stock so added is plainly and con- 
spicuously designated as having been 
so added by a statement in the Eng- 
lish language on the item or its con- 
tainer or on a tag or label attached 
thereto.” 

About the only loophole in the law 
is that it does not prevent a fly-by- 
night operator from operating for one 
year in one location and then conduct- 
ing as many “phony” sales as he 
pleases in other locations, provided 
they are in the same city or town in 
which he has previously been doing 
business. This, it is believed, will be 
covered in amendments which are to 
be proposed before the next session of 
the legislature. 

The bill as passed is the joint work 
of the Retail Trade Board of the Bos- 
ton Chamber of Commerce, the Massa- 
chusetts Council of Retail Merchants 
and the Better Business Bureau. 
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Children's Shoes 
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SHOES 
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PEDICRAFT SHOES—Swanson & Ritner Sts., 
Philadelphia 
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Soles and Heels 


OO 6 ee 








LITHOX 
AND 
CORD 
A sole and heel material which 
is economical and long wearing 
No SPREAD, No CURL, No BULGE 
THE LITHOX CORP. 
WAPAKONETA, OHIO, U.S.A. 
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Vamp and Quarter Lining 
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The Outstanding Re- 
placement for Leather 
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W. T. McDaniel in 
New Territory 


PHILADELPHIA, Pa.—William T. Mc- 
Daniel, who has been representing the 
J. Edwards Co., Philadelphia, makers 
of children’s shoes, has been assigned 
tu the new territory of Illinois, Mich- 
igan, Indiana, Wisconsin, Iowa, Ne- 
braska and Minnesota. Mr. McDaniel 
is considered an authority on chil- 
dren’s shoes and his experience has 
been such that many merchants depend 
on his judgment in the selecting of 
children’s shoes. 























New Styles in Slippers 


and Sandals 


PASADENA, CALIF.—Bill Joyce, of 
Joyce, Inc., Pasadena, Calif., a brilliant 
young designer who has built up a na- 
tionally famous line in seven years, has 
brought out several new versions this 
‘Fall of his famous Cool-ees, padded 
sole shoes, plus new styles and innova- 
tions in slipper constructions. 


















WILLIAM JOYCE 


Nine separate sole constructions are 
featured by Joyce, Inc., but the Cool-ee 
in new patterns and fabrics is proving 
most successful, Mr. Joyce states. This 
patented construction, a seasoned suc- 
cess, is being approved by buyers in a 
cross-strap, back-gored model, and also 
in a simple open toe and heel type with 
a back gore. More exotic and high-style 
is the “Saraband,” an open sandal with 
a contrasting scarf tie. These slippers, 
also available in an inch-thick “Super- 
Coolee,” in “Two-Step,” a two-decker, 
and on the Quad last, are called “Seven 
O’Clock Sandals,” promoted for wear 
with pajamas, house-coats and “little 
dinner” dresses. 

Cozettes, in scuffs, boots and slipper 
types, are made in several new fabrics, 
trimmed for the most part in matching 
fur. Zippers are featured on some of 
the models, gores on others—all are full 
of eye-appeal and comfortable and easy 
to slip into. In this group is the “Bunny 
Scuff,” featured by Joyce in national 
advertising. 

Mr. Joyce is featuring three groups 
of color: “Candlelight”—pastel shades 
in soft, muted tones, “Cafe”—striking 
high shades, and “Victorian”—rich 
tones in velvet for boudoir wear. 

Satins and velvets treated in various 
ways are the important fabrics in the 
line, one of the most attractive velvet 
shoes having a gold-embroidered motif 
on the vamp, inspired by the elaborate 
scrolls and embroideries on the newest 
Paris clothes. A striped fabric is also 
being used in off shades. 
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THE 


FOUNDATION 
LINE 


These scientifically construct- 
hard soled shoes for the 
young walkers are built over 
three different lasts, fitting 
equally well the narrow, av- 
erage or chubby foot. They 
come in sizes 2 to 8, and 
bear the name mothers know 
so well— "Mrs. Day's 
Ideal."" They are 
"foundation line" of 
leading children's shoe 
departments through- 
out the country. 


MRS. DAY'S 


IDEAL BABY 
SHOE CO. 


Danvers, Mass. 



























FLEXIBLE svits 





















For the first time, the company is 
going in for national consumer adver- 
tising bringing the name “Joyce,” as 
identified with quality slippers, before 
the public. The “back to college” pro- 
motion on the Bunny Scuffs, mentioned 
above, is the opening gun of the cam- 
paign, and a series of advertisements 
in fashion magazines is scheduled to 
follow. 


Open New Physical 
Culture Store 


Brooktyn, N. Y.—Murry Goody, 
formerly of Tree Mark Shoe Co., and 
Murry J. Wachsman with the General 
Shoe Co., have opened a Physical Cul- 
ture Shoe Store at 2151 86th Street, 
Brooklyn, N. Y. 

They are specializing in Physical 
Culture shoes selling the men’s, wo- 
men’s and children’s lines. 





Chicago Travelers Publish 


Directory 

CuicaGo, ILt.—Publication has re- 
cently been completed of the Member- 
ship ‘Directory of the Chicago Shoe 
Travelers Association. The directory 
contains a list of the officers and di- 
rectors, general information about the 
association, firms represented, and 
names and eddresses of all salesmen. 
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Rt THAT BUILDS AND 
HOLDS BUSINESS 


Buy THIS Book 
New, Enlarged Edition 


MORE QUICK HELP FOR SHOE RETAILERS from 
the only book of its kind; an encyclopedia of practica- 
ble, workable ideas for the experienced merchant. 
Not a theory in this book—all tried and true... 
NOT just another shoe book, but offers the shoe mer- 
chant in addition to the 123 specific shoe promotions, 
the best ideas from almost the entire retailing field 
for instant adaptation to his particular requirements. 


“2800 RETAILING IDEAS” 
enables you to get into action from the hour 
it reaches your hands. Concise, all “meat,” it 
is ten books boiled down into one—a time-saver 
for the busy merchant, a reminder of important 
details ; the most economical promotion you can 
buy. Some of the 89 LONGER CHAPTERS— 


Ideas for Shoe Selling, Display, Stock-keeping 


Here is a line that retails at the ular prices the great 
mass of men like to pay for their shoes. Nu-Matic Shoes 
are flexible, 100% haifless, correctly cushion the foot, 
and the Arch-Brace properly supports a weak arch and 
comforts 4 y 


the normal repeat customers are a 
natural result. Catal of men's and women's scientific 


patented Nu-Matics sent on request. Beware of imitations. 
Nu-Matic Shoes are Union Made 


SALESMEN: CHOICE TERRITORIES OPEN 


w 


Exelusively manufactured by Rehn Nu-Matie Shoe 
Mfg. Company, 512 W. Florida St., Milwaukee, Wis. 


Advertising Ideas 


Merchandising Ideas 
Employer-Employee Ideas 
Ideas That 


Ideas to Attract Children 


39 Longer 
Chapters 


355 Pages 


$3.00 


POST 
PAID 
Please re- 
mit with 
order 


Anniversa: Sale Ideas 
Spring and Summer Ideas 
Voting Contest Ideas 

Ma: List Ideas 

Dollar Day Ideas 
Mother’s Day Ideas 
Hosiery Ideas 


239 West 39th Street 





rize, Discount and Gift Ideas 
Unusual and Miscellaneous Ideas 
Management and Economy Ideas 


ake Stores More Attractive 
deas That Attracted Christmas Crowds 
Ideas for Merchants Who Get Together 


Cash, Credit and Collection Ideas 


More than 2800 ideas, ten for a cent; 
one used more than pays for the book. 


BOOT AND SHOE RECORDER 


New York, N. Y. 








Note the name on the areh-brace. 
visible te your ecustomer’s eye; 
therefore, a helptul selling feature, 
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CUSHIONED SHOES 


, 





Habits of Shoe Shoppers 
Surveyed 


[CONTINUED FROM PAGE 30] 


the merchants across the street. 

In this connection, too, there arises 
the question of rental values. Where 
a merchant depends on store traffic for 
sales and profit, should the volume 
of pedestrian traffic be a determining 
factor in what his rent should be? Be- 
cause the opposite side of the street 
has three times the traffic of the 
poorer side, does this mean that ren- 
tal values on the better side should be 
three times as high? And if this is 
true, what of taxes? Should a big 
disparity in tax assessments exist be- 
tween both sides of the street? 

These are interesting questions for 
the average retailer to ponder. In the 
Upper Third Street area of Milwaukee 
where the traffic count was made, prac- 
tically every type of retail business is 
represented. This means that the re- 
tail area as a whole should attract 
many customers from a wide area, be- 
cause shoppers here can get practically 
everything they want, without going 
farther downtown. Yet the fact re- 
mains that even though the area as a 
whole attracts many shoppers, the west 
side of the street benefits most. 

The Milwaukee business area traffic 
count was a daytime check, and, of 
course, the situation might be reversed 


in the evening. The side of the street 
having the lowest traffic count during 
the day, has a heavy pedestrian traf- 
fic at night, due to the fact that a 
theater is located on that side. While 
most stores are closed in the evening, 
the fact remains that well-lighted win- 
dow displays, even in the closed stores, 
might influence sales to a considerable 
degree, because people passing the 
stores on the way to the theater can 
see such displays and decide to come 
back during the day and buy. 

Some retail organizations, especially 
chain stores, frequently made traffic 
counts on street corners, but such 
counts, while valuable to some degree, 
are by no means a true appraisal of 
rental and business values based on 
the entire volume of pedestrian traffic 
in that area. 


Saval Holds Open House 


HoLLywoop, CALIF.—An open house 
to all managers and shoe buyers of the 
better shoes in this section was held in 
the newly opened Jewell’s Shoe Salon, 
6736 Sunset Boulevard. Upwards of 
200 shoe men inspected the fine samples 
of hand-made custom shoes especially 
designed by Theodore A. Saval. All 
the processes of making fine turns and 
welts were demonstrated by the corps 
of hand bench workers and explained 
in detail by Mr. Saval and his partner, 
R. J. Waterman. A week after this 


showing, a similar event was arranged 
for the orthopedic doctors, which in 
turn was well attended by representa- 
tive medical men. In this latter case, 
stress was placed on the value of spe- 
cially made custom lasts for feet that 


were under doctors’ observations. 


Lucas Store Sold 


New BeprorD, Mass.—The Lucas 
Shoe Store, Inc., 801 Purchase St., has 
been bought by Lamoureux & Mongeau, 
operators of retail shoe stores in Fall 
River, Mass., and Woonsocket, R. I. 
The new proprietors are Lucien H. 
Lamoureux, who is in charge of the 
Fall River store, and A. E. Mongeau, 
manager of the Woonsocket store. 

The Lucas store has been owned by 
Harry Lumaiansky, who will be mane- 
ger under the new ownership. 


Charles L. Bayer 


New YorkK—Charles L. Bayer, presi- 
dent and director of the Bayer Brothers 
Leather Company, Inc., 2 Park Avenue, 
New York City, said to have been the 
first firm in this country to tan snake 
and reptile skins, died recently of a 
heart attack at his home here. 

Surviving are his widow, Mrs. Violet 
Bayer; three daughters, Enid, Muriel 
and Violet Bayer, and two brothers, 
Jacob and Fred, the latter secretary 


and treasurer of the company. 
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Nurses’ Shoes 
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Flexible, Shape Retaining 
NURSES’ OXFORDS 


Made on the 
New OSCO 
SUPER PLIABLE 
Process 


IN-STOCK 


* 


OweENS SHOE Co. 


“Bi adnee 28 Goodhue St., Salem, Mass. 
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LABELS 


TOLMAN- DAVIDSON 
ADVERTISING PRESS, Inc 
113 Lincoln Street, Boston, Mass 








Tribute Paid to 
James H. Stone 


Boston, MAss.—Tribute was paid to 
the late James H. Stone, secretary of 
the New England Shoe and Leather As- 
sociation, who died July 9 in New York 
City, in resolutions drawn up by a com- 
mittee of directors of that organization 
consisting of Charles T. Cahill, chair- 
man; James T. Gormley and Louis H. 
Salvage. The resolutions read: 

“WHEREAS, it has pleased God in 
His infinite wisdom to take from us our 
beloved secretary, we, the members of 
the New England Shoe and Leather As- 
sociation, perceive in our sorrow the 
true measure of the man we have been 
privileged to call friend. 

“Born in Boston, educated in the pub- 
lic schools of his native city, he served 
an apprenticeship in the greatest of all 
schools, that of Human Relations, re- 
porting local events for a daily news- 
paper, The Boston Herald. 

“He was elected to the Boston Com- 
mon Council in 1898 and served two 
years. Later he served his city as a 
member of the board of overseers of the 
poor. 


BOOT anv SHOE RECORDER, July 23, 1938 


Rosenberg Merchandising 


Counsel for Alexander’s 


New York — Abraham Rosenberg, 
who for the past 14 years has been 
associated with R. H. Macy & Co., Inc., 
will, on Aug. 1, join Alexander’s De- 
partment Stores, Inc., in the Bronx, as 
merchandising counsel. 


ABRAHAM ROSENBERG 


In the last seven years, Mr. Rosen- 
berg was buyer of all the children’s 
shoe departments for Macy’s. Among 
his outstanding achievements was the 
huge growth of these departments, plus 
the development and expansion of the 
Macy Gro-Shoe. In addition to mer- 
chandising this brand, he helped create 
and plan its publicity. 

Previous to his connection with the 
children’s shoe departments, Mr. Rosen- 
berg spent several years in the adver- 
tising departments of Macy’s and of 
the Broadway Department Store in Los 
Angeles. 

He has written several articles on 
retailing, and is considered an expert 
on the subject. 





“His newspaper training brought him 
into a new field, that of trade journal- 
ism. He became associated with the 
Shoe Retailer and soon became its pres- 
ident and publisher. He disposed of his 
interest in the publication in 1928 and 
accepted the position of*secretary of 
the National Shoe Retailers Associa- 
tion and moved to Chicago. On resign- 
ing in 1934 he returned to Boston and 
was elected secretary of the New En- 
gland Shoe and Leather Association in 
February, 1935. 

“A convincing and eloquent speaker, 
he gave unstintingly of his time and 
energy in combating those things which 
he believed placed unjust restrictions 
on the industries he loved and which he 
served so faithfully. He appeared re- 
peatedly before Government boards and 





DOUBLE 


YOUR SALES 
with 


Double Construction 


BASS RANGERS 


The Bass Ranger is a gen- 
uine moccasin hunting and 
fishing boot. It is made accord- 
ing to a new method of double 
construction designed for su- 
perior water-turning power 
and durability. A water shed- 
ding Overlap Hand Seam is 
built right into the boot. Here, 
indeed, is the strong, durable, 
comfortable boot your outdoor 
customers will like to “go 
places. in.” 

Get the Bass line on your 
shelves before the hunting sea- 
son starts. Boots, shoes, and 
moccasins for every outdoor pur- 
pose. 


G. H. BASS & CO. 


314 Main St. Wilton, Me. 











committees. Wherever his industries 
were assailed he was their untiring 
champion. Due to his personal charm 
he was widely sought as a toastmaster 
and speaker. 

“In his official capacity he came in 
touch with persons from every part of 
cur country. Few achieved such a wide 
circle of acquaintances, and to know 
him was to crave his friendship. The 
legion of those who were pleased to cali 
him friend bore eloquent testimony to 
his standing as a just and upright man 
and a worthy citizen. 

“THEREFORE, BE IT RESOLVED, 
That in his death the New England 
Shoe and Leather Association has lost 
an efficient secretary, a wise counsellor, 
a worthy leader and a _ trustworthy 
friend. 

“RESOLVED, That a page in our 
records be dedicated to his memory on 
which shall be spread these resolutions. 

“RESOLVED, That an_ inscribed 
copy of these resolutions be sent to 
Mrs. Stone, with the assurance of the 
profound sympathy of our organiza- 
tion.” 

A committee consisting of Frank C. 
Donovan, chairman; Eugene L. Wyman 
and Etlis Gordon has been chosen to 
draw up resolutions in behalf of the 
Boston Boot and Shoe Club, of which 
Mr. Stone also was secretary. 
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Announce Winners in Shoe Sales Contest 


Herbert Lape, Jr., vice-president of the Julian & Kokenge Co., hands C. M. 
Bowman of the Famous-Barr Co., St. Louis, a check for $100.00, first prize in a 


recent nationwide retail sales contest on Dr. M. W. Locke shoes. 


The prize also 


included an all-expense trip to the factory. 


CoLUMBUS, OHIO— The Lockwedge 
Shoe Corp. of America, Inc., announced 
the winners of their recent retail sales 
contest on Dr. M. W. Locke’shoes as 
C. M. Bowman, Famous-Barr Co., St. 
Louis, Mo.; Harold Siegel, R. H. Macy 
& Co., New York, and Edgar Spencer, 
The Hecht Co., Weshington, D. C. 
These first-prize winners won a trip 
to the factory at Columbus and a check 
for $100. 

Other cash prizes were awarded to 
Harold J. Tully, M. W. Locke Shoe 
Shop, Philadelphia, Pa.; Charles N. 
Park, Perk-Sons, Inc., Rochester, N. Y.; 
Robert L. Ayres, The Hecht Co., Wash- 
ington, D. C.; J. A. Silvers, M. W. 
Locke Shoe Shop, Philadelphia, Pa.; 
Myer Colton, M. W. Locke Shoe Shop, 
Philadelphia, Pa., and Kenneth C. 
Lowe, Walter D. Gilbert Co., Wheeling, 
W. Va. 


Tanners’ Council Encourages 
Hide Improvement 


NEw YorkK—Dramatizing the losses 
suffered by livestock producers from 
careless handling of animals and result- 
ing damage to hides and skins, the Hide 
Bureau of the Tanners’ Council has 
aroused the interest of various livestock 
organizations in the prevention of such 
loss and damage. In cooperation with 
the National Livestock Loss Prevention 
Board, farm papers throughout the 
country have been supplied with and 
have published facts and figures of in- 
terest to producers and handlers. These 
papers warn that hide damage is in- 
variably accompanied by bruised car- 
casses and lowered meat values, which 
in the aggregate run to several million 
dollars annually. For that reason, pro- 
ducers and handlers of livestock are en- 
joined to avoid bruising or injuring 
hides by prods and other sharp instru- 
ments. 


According to Joseph Shine, director 
of the Hide Bureau, the campaign 
against preventable hide damage was 
undertaken because of the serious and 
costly grain defects appearing particu- 
larly on native hides. Much of this 
damage appears to be caused by the use 
of goads, prod poles, pitchforks or wires 
and nails on trucks. Upholstery leather 
tanners using native steer and cowhides 
find a certain amount of damage of this 
nature in almost every car of hides. 
The losses in finished top grain leather 
frequently range from 50c. to $3 per 
hide, depending on the location and 
number of defects. 

As one result of the Hide Bureau’s 
efforts, a motion picture is being made 
by the Department of Agriculture in 
which correct methods of handling live- 
stock will be stressed. By relating 
hide damage to lower meat value, the 
importance of greater care in raising 
and transporting animals is visually 
demonstrated. This film will be dis- 
tributed throughout farm areas and 
will give greater effectiveness to the 
campaign for reducing hide damages. 


Putting Customer Relations 
On an Individual Plane 
[CONTINUED FROM PAGE 26] 


to measure the boy’s feet, having him 
stand to measure both and then watch- 
ing him walk in his stocking feet. His 
gait was faulty. I wanted to obtain 
more information from his grand- 
mother before continuing, so I con- 
versed with her along these lines. 
“*He seems to put most of his weight 
on one foot,’ I said. She asked, ‘Do 
you think his feet are bad?’ I had 
made an opening then, so I asked, ‘Has 
he had any illness? Has he been 
checked over by his physician like most 
children these days?’ ‘Why, no,’ she 
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replied. ‘Do you think he should be?’ 

“Well, now she had asked for my 
advise and so I gave it. I concealed 
my consternation that this condition 
could have existed without the parents 
having been aware of it, and I then 
said: ‘I suggest that you let the shoes 
go today and take the boy to your doc- 
tor instead for an examination, espe- 
cially of his legs from the hips to the 
ankle.’ 

“Two days later she telephoned me 
from the Hospital for the Ruptured 
and Crippled to say that the boy was 
being prepared for an operation for 
double slipped epiphysis. We finally 
learned that several months before, the 
child had fallen from a fence and had 
not told his parents. The physician to 
whom I spoke when I visited the boy 
at the hospital explained to me that 
the neglect of this condition would 
have resulted in the boy being perma- 
nently crippled. 

“Today he is well on the road to re- 
covery and his entire family sing words 
of praise, gratitude and appreciation 
for our interest and helpfulness in 
bringing about the boy’s return to 
normalcy. 

“We feel that the principles of truth, 
sincerity and service upon which our 
business has been built have been our 
chief asset in overcoming the difficulties 
encountered during the trying years 
of depression and _ recession.” 


Hot Weather Gives Cue 
[CONTINUED FROM PAGE 28] 


sports outfit? Brown and white. That 
comforting combination which is right 
with so many things! Paragon has 
plenty and they fit your budget as well 
as they fit your wardrobe.” 

Thus many a store is giving its Sum- 
mer advertising a double sales appeal, 
combining the timeliness and season- 
able appeal of the styles with the fact 
that the shoes are offered at lower 
prices. Other stores recognize the fact 
that Summer is also a season in which 
there’s an exceptionally convincing 
story to be told about orthopedic and 
suecial feature footwear. For example 
Macy’s in New York, advises customers 
to “Give Your Feet a Vacation Right 
Here in Town,” and goes on to say: 
“Off with shoes (no matter how cute 
they are or how much you’ve paid for 
them) that are unkind to your feet. 
Off, even with your Dr. Locke shoes if 
they’re heavy Winter styles. What you 
want now is Dr. Locke’s special shoes 
for Summer—‘Softees’ in white bucko 
calf. They’re light, soft, cool, and the 
exquisite balance they lend your feet 
will guarantee you comfort right 
through the Summer.” 

With comfort, style and price as 
selling arguments, besides the need of 
special shoes for recreation and vaca- 
tion wear, there doesn’t seem to be 
any real excuse for not doing an ex- 
cellent job of retail shoe advertising 
this month and next. 
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“HIGHEST GRADE ONLY” 
EAST WEYMOUTH, MASS., U. S. A. 
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GREAT EASTERN SHOE CO. 
186 LINCOLN STREET 
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Optimistic on Future Business 


PoRTSMOUTH, OHnI0O—According to 
George P. Utley of Irving Drew Com- 
pany, this firm is very optomistic about 
future prospects. 

“Our bookings are approximately 18 
per cent ahead of a year ago and ap- 
proximately 24 per cent of the previous 
six months, considering season against 
season. We feel quite sure that this 
improvement in our business is due to 
the fact that we are concentrating our 
efforts on one type of shoes, women’s 
light-weight welts of the tailored type.” 

Mr. Utley went on to say that on 
the character of the lasts used by 
a manufacturer determines to a great 
extent the success of the company, and 
on the manufacturer’s efforts and those 
of his organization to fulfill a definite 
purpose, depend his reputation with 
the merchants he sells. 

“After all the better retail mer- 
chants in these days are not looking 
for ballyhoo in advertising, etc. The 
better merchants know real merchan- 
dise, real shoes and real fitting quali- 
ties in the shoes coming into their 
stores and are demonstrated on the fit- 
ting stool.” 


Stern Makes New Connection 


New York—David F. Stern, who 
for twenty years represented the 
Brown Shoe Company of St. Louis, 
in the metropolitan area of New York, 
has taken over the two specialty lines 
of children’s shoes, manufactured by 
the Twentieth Century Shoe Corp. of 
Faribault, Minn. 





Tri-State Show Draws Large Attendance 





More Than 100 Exhibitors Show Latest in Fall Styles at Third 
Annual Tri-State Shoe Mart on July 10, 11, 12 at 
William Penn Hotel, Pittsburgh, Pa. 


PITTSBURGH, Pa.,—One of the largest 
shoe displays in the country, the Third 
Annual Tri-State Shoe Mart, opened 
here on schedule Sunday, July 10, for 
a three-day showing. 

The display occupied the fourth, 
fifth and sixth floors of the William 
Penn Hotel. Over 100 shoe manufac- 
turers were represented. The show 
which was sponsored by the Pennsyl- 
vania Shoe Travelers Association gave 
retailers an opportunity to learn new 
trends in fashion and to purchase 
stocks from nationally known stylists. 
The program favored this opportunity 
the more, since there were no business 
meetings of any kind and buyers could 
concentrate. on the inspection of lines. 

The display of women’s shoes showed 
a predominance of black from 75 to 
90 per cent for early Fall. Suede was 
the outstanding material used with 
patent leather trims, varied in the 
smarter styles with braid trimming. 
Stepins of the gore type and oxford 
ties were style leaders. Sports wear for 





men and boys favored the “barge” or 
“tug-boat” style. 

Sunday, the opening day, showed 
an attendance of some 2000 people 
from the Tri-State area. Visitors in- 
cluded retailers and their families from 
the outlying districts who, taking ad- 
vantage of the holiday, combined bus- 
iness and pleasure in their trip to the 
Mart. The department stores cooper- 
ated by displaying early Fall shoes in 
their windows for the inspection of 
the visiting merchants. The two fol- 
lowing days brought the attendance 
up to 3500. A satisfactory amount of 
business comparable to previous years 
was written. 

Approximately 500 attended the din- 
ner in-.the “Chatterbox” of the William 
Penn Hotel at 8 o’clock in the evening 
of July 12. Philip Landfish, vice-presi- 
dent of the Pennsylvania Shoe Travel- 
ers Association, was chairman. Her- 
man W. Schubler, president, introduced 
the guest speaker, Joseph M. Meyers, 
manager of relations between employ- 
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~ ELAM'S- 


PRE-WELTS 





E children's shoe business is one 

of the soundest—both profitable 

and long-term. When you give chil- 

dren the proper foot guidance by 

fitting them in Elam's Pre-Welts, you 
make life-long, loyal customers. 


F.S. ELAM SHOE CO. 














ers and employes, of Kaufmann’s de- 
partment store. 

Philip Landfish and Joseph Yorkin 
as members of the entertainment com- 
mittee, were responsible for the suc- 
cess of the stage show and a revue 
which followed the dinner. Dancing 
concluded the close of the Shoe Mart. 





George Miller Sails for Europe 


New York—George Miller, presi- 
dent of I. Miller & Sons, Inc., sailed 
for Europe on the Queen Mary, Wed- 
nesday, July 20. 

After visiting the I. Miller accounts 
in England, he will visit his Paris of- 
fice. He will be away for about a 
month and expects to return with some 
new and interesting shoe fashions for 
next season. 


George Parris Haag 


PHILADELPHIA—George Parris 
Haag, publisher and executive head of 
Shoe and Leather Facts, trade publica- 
tion with headquarters in Philadelphia, 
died July 6 at his summer home at 
Cape May, N. J. Mr. Haag was 47 
years old. He leaves his widow, Mrs. 
Amanda Haag; four daughters and 
one sister. He had a wide acquaintance 
in the shoe and leather industries and 
throughout his life had been active in 
promoting their welfare. 
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A MONOLOGUE THAT ADVERTISERS WOULD DO WELL TO OVERHEAR 








a 
So its my Saksmen 
who waste 
our dough, eh...” 





roared the Sales Manager have to sell. For instance, let’s make sure 


we're doing an impressive job in Boot and 
to the Treasurer... Shoe Recorder, the publication that our pros- 


pects look to for progressive ideas and de- 


ee think our salesmen’s ‘swindle sheets’ are too gendable news. That'll give us what we need 


high, do you? Claim they should spend right now: selling help where it counts at less 


money only on prime prospects, hey? Well cost than a cheap cigar per prospect. 
then, why don’t we do the same with our 


advertising appropriation? “If you'll switch a bigger chunk of our adver- 
tising budget to Boot and Shoe Recorder, I’ll 


ee * 
You tell me that every cigar a salesman confine my sales expense to our hot prospects. ee 


hands out these days should bring in an 

order, and I’m telling you that more of our “Okay, wild man,” 
advertising money should be concentrated in iN said Treasurer MacTavish, 
the retail shoe merchants’ leading business bl «its a deal!” 


paper .. . to cultivate the men our salesmen 


nieses sitwss JM) BOOT AND SHOE RECORDER gp. =~" 
standards and pub- terest in terms of 
lishing integrity. q bears the twin hall-marks of known value p paid circulation. 
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SALESMAN WANTED 


LINE WANTED 





ALESMEN—With established shoe trade to 

handle as sideline foot comfort article of 
proven merit. Liberal commission—attractive 
proposition to dealers. Some excellent terri- 
tories open. State territory, line handled, and 
references in first communication. Address Air- 
Lock Rubber Products Company, Box 312, 
Santa Ana, California. 


RY BBER FOOTWEAR SALESMEN. West 
Virginia and Eastern Pennsylvania Terri- 
tories open for energetic salesmen. Nationally 
known Brand of Rubbers. Good opportunity. 
Commission basis only. Address 887, care 
Boot & Shoe eee 239 West 39th Street, 
New York, N. Y. 


ANTED: Salesman to carry a side line of 

in-stock Wagner Feature Pumps to retail at 
$4.00. State references and lines now handling, 
also territory now covering. Address 885, care 
Boot & Shoe Recorder, 140 Federal Street, 
Boston, Mass. 











SAL .ESMAN: To carry side line of ladies’ 
$5.00 and $6.00 arch type and corrective 


shoes. In Stock and Make-Ups on Commission 
basis. Address 882, care Boot and Shoe 
239 West 39th Street, New York, 


Recorder, 
am 





FOR SALE 


H4YE about 1000 pairs or more ladies’, grow- 
ing girls’, few boys’ and children’s and in- 
fants’ shoes. Mostly branded, broken lots. 
Will sell 60% on dollar. Address $872, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


ELL established men’s and women’s shoe 

store, $3 and $4 retailers doing good busi- 
ness, 100% location, 80,000 population Western 
New York. New modern front, wonderful 
proposition for right party, will sell with or 
without stock. Address 886, care Boot & Shoe 
a 239 West 39th Street, New York, 
ae # 














100% location. To be 
sold as going business only. Located in most 

prosperous town in Southern Ohio. Owner has 

other interests. Address 884, care Boot & Shoe 

0S 239 West 39th Street, New York 
b 


F4 MILY Shoe Store. 





THREE “QUARTER hour from New York 
City. Good — 7,000 population, 7 
years in b ble rent. Shoes for 
family and women’s accessories. Good living 
for small family. Other details furnished on 
request. Address 883, care Boot & Shoe 
a a 239 West 39th Street, New York, 








FOR LEASE 


AVE 100% location in well established ladies’ 
shop open to lease, Shoe Dept., Aug. Ist. 
Jackson, Miss. If interested write Box £868. 





care of Boot & Shoe Recorder, 239 West 39th 
Street, New York City. 








Lines Wanted for South 


Experienced Selegnen available who covers fol- 
lowing States: Tennessee, Kentucky, Alabama, 
Mississippi, the fiw ey Virginia, West Vir- 
ginia and Ohio, Pennsylvania, aryland. Can 
handle men’s, women’s or children’s shoes to the 
volume trade. Has high er we Lo! ye imoareant 
buyers. Best of references furnished. Address #875, 
care pest & SHOE geCeRnen, 239 West 39th 
Street, New York, N. 











PATENT ATTORNEY 





PATENT YOUR IDE 








fer ANY tevention or Trade Mark 








BUSINESS OPPORTUNITY 





SOUTHERN man wants to connect with some- 

one who can fyrnish capital for good paying 
business. Hag managed successfully same kind 
of business clothing for past 10 yrs. for chain 
capital. Desires to move into larger industrial 
center where volume possibility is greater and a 
chance to make some money for self and backer, 
now employed, best Bank and general reference. 


P. O. Box 82 Brunswick, Ga. 


Watch the Auctions! 


Buyers of all types of merchandise 
are making a point of watching the 
New York Herald-Tribune’s next- 
to-last page every business day. It 
is now the leading Auction Sale 
announcement page of America. 
Read it to keep informed of bar- 
gains in your line. (The Herald- 
Tribune has prepared a list of lead- 
ing auctioneers and the goods they 
feature. Address Dept. A for your 
copy.) 














iN 








NEW YORK HERALD-TRIBUNE | 











mum charge, 75 cents. 


address should be counted. 











CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 
{2 Advertisements for this page must be in our New York office on Friday of the week preceding publication. “G) 
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sified Marl, 


MERCHANTS’ NEEDS 
















The Complete Line of 


Buttons and Zippers 
pong a ng 











_Representatioes Wanted_| 





Genuine Mexican 


HUARACHES 


Newest and most popular styles 
hand-woven genuine 
Same day delivery. 
WOMEN'S AND MEN'S 
TAN OR WHITE 





Terms Net 10 a" 


CASTRO & CO. 


P. O. BOX 106, SARASOTA, FLA. 



































ORAITING SYSTEM 
1 INCREASE REPEAT SALES 
Satisfied customers return 
@ ATTRACT NEW CUSTOMERS 
One tells others 
3 ae VE 2 OF FITTING TIME 


Write for Deseriptive Folder 
and list of shoe factories offering Brannock Devices 
at special cooperative price. 
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WANTED TO PURCHASE | 











Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 

BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-518! 








WE BUY . 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Ete, 

IRVIN RUBIN 
“The House of Jobs’ 
S98 Reade St., Cor. Church 

Phone Barclay 7-7887 New York City 

















Backstage Washington 
[CONTINUED FROM PAGE 31] 


Idaho. Executive Department repre- 
sentatives: Garland S. Ferguson, Jr., 
FTC Chairman, and FTC Commission- 
er Ewin L. Davis, alternate; Thurman 
Arnold, head of the Justice Depart- 
ment’s anti-trust division; William 
O. Douglas of the SEC and Jerome N. 
Frank, SEC alternate; Isador Lubin, 
head of the Labor Department’s Bureau 
of Labor Statistics; Treasury’s General 
Counsel Herman Oliphant, and Rear 
Admiral Christian J. Peoples, head of 
Treasury’s procurement division, as 
alternate; and Richard C. Patterson, 
Assistant Secretary of Commerce. 


Mexicans Stick to Old Methods 
of Shoe Display 


Shoe dealers in Mexico have not as 
yet acquired the methods of modern 
window displays as practiced in this 
country. It is still good form in Mex- 
ico to- crowd as many shoes into a 
display window as can be shown by 
placing the samples as close together 
as possible, and close to the window 
pane, as though all Mexicans were 
nearsighted. 

Merchandising methods which bring 
good results in the United States are 
fast being adopted by our Mexican 
neighbors, but attractive window dis- 
plays in shoe stores, with as few 
specimens as may be needed to tell 
the story of what may be bought in- 
side, have not as yet been found neces- 
sary in a country where everyone does 
not wear shoes, and those who can 
wear them will probably know where 
to get suitable footwear anyway. 


Uptrend in Production 


AUBURN, MeE.—Although there has 
been no official survey of Auburn’s shoe 
industry, according to Julius S. Muller, 
secretary of the Auburn Shoe Manu- 
facturers’ Association, there are un- 
questioned indications in the _ shoe 
industry of a period of uptrend in 
business and production. 

Secretary Muller did not estimate 
the number of persons now employed 
in the factories, but said it would not 
equal the 5000 figure which he con- 
sidered a peak. Because cutting rooms 
are busy does not mean that all de- 
partments are booming, he pointed out, 
as work must go first through the cut- 
ting rooms before affecting other de- 
partments. 

With the Fall and Winter runs just 
starting, however, it is felt the general 
outlook is highly encouraging, though 
the shoe business this year has been 
slower generally than in 1937. 


Indicative of better times are payroll 
figures for the last week of June, ob- 
tained from two Auburn banks, and 
showing, according to Ray T. Mills, 
secretary of the Auburn Chamber of 
Commerce, a 20 per cent increase over 
bs 1937 figures for the corresponding 

ate. 


New Edition of Market Re- 
search Sources Now Available 


WASHINGTON, D. C.—The growing 
appreciation in the United States of 
the importance of an accurate knowl- 
edge in the evaluation of markets has 
resulted in much progress in market 
research being made by organizations 
and individuals during the past few 
years, the Department of Commerce 
stated today when announcing the 
availability of the 1938 edition of 
“Market Research Sources.” 

The trend of times is distinctly in 
the direction of a more scientific ap- 
proach to market problems, according 
to the Commerce Department an- 
nouncement which stated that the 
source book has been revised and re- 
issued at this time in an endeavor to 
assist the movement. 

The current edition of “Market Re- 
search Sources” brings up to date the 
record of marketing research in the 
United States. It can be made to serve 
the dual purpose of a source book for 
persons interested in marketing re- 
search and a check upon work which 
has been done or is being currently con- 
ducted, thus obviating duplication of 
effort, it was stated. 

All known market research which is 
available to interested persons without 
cost, by purchase or by loan is recorded 
in the source book. 

Currently published articles on 
phases of market research are fre- 
quently of great value in making re- 
search studies, the Commerce Depart- 
ment stated, and a suggested list of 
periodicals for consultation has, there- 
fore, been included in the source book. 
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MERCHANTS’ NEEDS 








Send for a copy of our new cat- 


alog illustrating the newest in Shoe and 
Hosiery Display Fixtures. 


Sixteen pages of suggestions vital to 
every merchant interested in increasing 
his sales. 


SEGALL & SONS 


DISTINCTIVE DISPLAY FIXTURES 
923 ARCH ST., PHILADELPHIA 











Approx mately 5,000 recent market 
research reports issued by over 1,000 
governmental and non-governmental 
organizations are recorded in the pub- 
lication, together with the name and 
address of each source. 

The contents of the publication have 
been improved since the preceding 
issue of 1936 and the system of num- 
bering the various individual entries 
has been elaborated in an effort to 
make the reference book more easily 
usable to the average reader, it was 
stated. 

The source book was compiled in 
the Marketing Research Division, Bu- 
reau of Foreign and Domestic Com- 
merce. 

Titled “Market Research Sources, 
1938” and further identified as Do- 
rmestic Commerce Series No. 55, cop- 
ies of the publication may be had for 
30 cents each upon application to the 
Superintendent of Documents, Govern- 
ment Printing Office, Washington, D. 
C., or any district branch of the Bu- 
reau of Foreign and Domestic Com- 
merce located in business centers in the 
United States. 


Hill Rejoins 
Vincent Horwitz Co. 


ALTOONA, PA.—Edward Hill, who 
was previously associated with Vin- 
cent Horwitz Co., Inc., Altoona, has re- 
joined that organization in the capa- 
city of general sales manager. Mr 
Hill’s long experience in the slipper 
field and his intimate knowledge of the 
company’s policies makes him admir- 
ably suited for his new position. 


Louis Rosin 


CLEVELAND, OHIO—Louis Rosin, op- 
erator of retail shoe stores in Cleve- 
land for 25 years, prior to his retire- 
ment 10 years ago, died in Polyclinic 
Hospital here on July 12 at the age of 
67. During his active years he oper- 
ated stores in both downtown Cleveland 
and in Cleveland Heights. He is sur- 
vived by four sons and seven daughters. 
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Saul Berman 


CLEVELAND, OHIO — Saul Berman, 
who was engaged in the retail shoe 
business in Cleveland for many years, 
died here recently at the age of 53. 

Mr. Berman was born in Cleveland 
and was the grandson of Simon Thor- 
man, Cleveland’s first Jewish settler. 
He graduated from the Western Re- 
serve University Law School but never 
practised to any extent, preferring to 
follow his father into the shoe busi- 
ness. He operated the Berman Shoe 
Company store on Ontario Street for 
many years. For nearly ten years, 
preceding his death, he worked as a 
salesman at the May Company where 
he was highly regarded. 

Besides his wife he leaves a daughter, 
three sisters and a brother. He was 
deeply devoted to his family and was 
highly rated as a Cleveland citizen. 


Walled Last for Gloves 


New YorkK—On Friday morning, 
July 15, in the air-cooled comfort of 
the Round Lounge at the Ambassador 
in New York, “Finger Free,” the glove 
with radically new walled construc- 
tion, made its initial public bow before 
members of the press and salesmen of 
Daniel Hays Glove Company, makers 
of the glove. 

After opportunity had been given for 
inspection of the gloves, displayed in 
a wide range of materials and colors, 
for both men and women, an informal 
meeting and discussion were held, Mr. 
Kimball, president of Abbott Kimball 
Co., Inc., advertising agency, presiding. 
James W. Green, Jr., president of 
Daniel Hays, said a few words of wel- 
come and then Mr. Kimball introduced 
Miss Alice Hughes, fashion writer. 

Miss Hughes told briefly the story 
of how Miss Hull had come to her with 
the idea, and how Saks-Fifth Avenue, 
always on the lookout for new ideas, 
had become interested. Daniel Hays 
Glove Co. undertook the manufacture 
of the gloves and work on the first 
samples was begun. In the middle of 
August, the first pairs will be shown by 
Saks-Fifth Avenue. After that, they 
wul be sold by the following retail 
stores: Neiman-Marcus, of Dallas; 
Marshall Field, of Chicago; Kauf- 
mann’s, of Pittsburgh, and Frederick 
& Nelson, of Seattle. 

Other speakers included Miss Laura 
Grainger, glove buyer for Saks-Fifth 
Avenue, and Miss Frederika Fox of 
Vogue, who pointed out the relation 
between these gloves and certain im- 
portant shoe treatments, such as, in 
addition to the walled last, a mud- 
guard effect, pinking, the fashionable 

“clumsy look” and unusual comfort of 
fit. Miss Esther Lyman of Harper’s 
Bazaar, discussed color and showed 
how the new walled construction of 
these gloves provided a new decorative 
area. 

The unique construction of the 
“Finger Free” glove is protected by 
United States mechanical patent .No. 
2125673. 
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AULT-WILLIAMSON SHOE CO., Auburn, Me...................0000000000005. 3 
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SN NN UN og ions ogc vncb heck uis cotccncvedinbeckssascesy 46 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass. ....................... 44 
ELAM, F. S., SHOE CO., Rochester, N. Y. ..............0.ccccecceccccecceecs 44 
FORD, C. P., & CO. INC. Rochester, N.Y. ............cccccccccccccescees 5 
GILBERT SHOE CO., THE, Thiensville, Wis. ..................0 ccc eeeeuee 1 
GREAT EASTERN SHOE CO., Boston, Mass. ...............0.00cceceecucuees 44 
GREEN SHOE MFG. CO., Boston, Mass. .................ccccccccceees Back Cover 
JONES-WALSH SHOE CO., St. Louis, Mo. ............... cece cc cccceceeeeves 8 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind. .......... 7 
MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass. ..................... 40 
OWENS SHOE CO. Salem; Manteo. ich ee cee ee cc bcc ctcccbceee 42 
PEDICRAFT SHOES, Philadelphia, Pa. ..............0 ccc ce ec ec eee e ee ceeees 40 
ROBERTS, JOHNSON & RAND, St. Lowis, Mo. .................0c cece ees 24, 25 
ROHN SHOE MFG. CO., Milwaukee, Wis.................. 0.0.00 cece eee eeee 41 
TWEEDIE FOOTWEAR CORP., Jefferson City, Mo. ..................00c000e 10 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., Boston, New York, Philadeiphia ......................... 33 
GUTMANN & COMPANY, Chicago, Ill. ............... ccc cece eee ees 3rd Cover 
HUBSCHMAN, E., & SONS, INC., Philadelphia, Pa...................... 2nd Cover 
KIEFER, EDGAR S., TANNING CO., Grand Rapids, Mich. .................. 39 
KISTLER LEATHER CO., Boston, Mass. ..............ccccecceececeeceeees igh 23 
I, TO WO ee Le ios oho soe ice ey is ca ete eSietace ts steedan 40 
SURPASS LEATHER CO., Philadelphia, Pa........................... Front Cover 
TAYLOR, THOMAS, & SONS, Hudson, Mass. .................0ce eee ceeeeee 2 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


LITHOX CORP., THE, Wapakoneta, O. ............ 2.0. cece cece cece eee e eens 40 
LITTLEWAY PROCESS COMPANY, Boston, Mass................0ceceeeeeees 34 
UNITED LAST COMPANY, Boston, Mass, ...........ceeescceeecceceeneeeens 4 
UNITED SHOE MACHINERY CORP., Boston, Mass. ...................00-- 6, 27 


STORE EQUIPMENT AND FINDINGS 


BRANNOCK DEVICE CO., Syracuse, N. Y..........000cececceccecetccceeceees 46 
SEAMOESS MAG, Gs Cibote, The o.s soins sclevcce le cece ca esle ede ties back ves 46 
SECALE & SONS Philadelphia, Pa... .5. 655 cc ciccs cide ced ecdeccerccessdeces 47 
TRIMFOOT, St. Lowis, Mo. ..........cec ce ccsece eee senceeeeseeceneeesesenees 37 
WELLS, GUS V., Des Moines, Towa ...........-00ceeceeeeceeseeeeteeceneeeees 46 
MISCELLANEOUS 

BARIS SHOE COMPANY, New York City .............ceceeeeeeeeeeeeeeeeee 47 
WUT OE, Wat OOK GRY 85 io 55s es ac ae stacy cacedavcetevcesccnees 47 
KIRSCH-BLACHER CO., INC., New York City.............c.ceeeeeeeeeees wee 47 

46 


POLACHEK, Z. H., New York City .........0sssseeseeeeeeeeeeeenenereeeeees 
TOLMAN-DAVIDSON ADVERTISING PRESS, INC., Boston, Mass. .......... 42 
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SELLING POWER 
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= No. 2182 Moccasin 
Type Sport Oxford in 
Two-Tone Tan, Mois- 
ture-Proof Leather, 
Ribbed Crepe Rubber 
Sole and Heel, Stevens 
Last, Aand B 7-12, 
Cand D 6-12. 





UPTOWN ADVERTISING FOR FALL IS KEYED AND TIMED TO 
A POWERFUL MERCHANDISING PLAN 


In November, it’ll be Stream-lined Wing Tips, 
Uptown Shoe-of-the-Week promotion plan Kid for comfort, and Thistle...a new grain. 


Dealers who take full advantage of the 


this Fall are sure to cash in on the tremen- December features Double Soled ruggedness 
dous selling power behind it. Notonlyarethe and sturdy Kangaroo. 
shoes specially designed and selected for quick If yo P . : 

, , a u are interested in a bigger, more profit- 
selling, but the national advertising, the spo able men’s business in ‘act $5.00 to $6.50 
porer ads, the displays and the direct mail field, look into the Uptown Shoe-of-the-Week 
pieces, all are co-ordinated for sure-fire results. promotion plan. It will pay you well. 


For September, the plan spot-lights Campus 

and Fall Sport Styles. For October,the Dressy [KOBBRTS,JOHNSON & RAND 
Styles in the new Cordo Brown, plus the Granch of international Shoe Co, 
French Toe in Black Calf and Town Tan. SAINT LOUIS 


UPTOWN SHOES a product of the STAR brand SHOEMAKERS 


Thousands of dealers throughout the country have built their business on the sound, dependable quality standards 
of STAR BRAND...quality which is never lowered. 
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Belmont 







UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Made on lasts designed by our 
Brockton craftsmen, the BELMONT 
and the NEWMARKET are two ex- 
cellent new examples of styles that 


will be popular for Fall, 1938. 
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win "ler, 


Gallun's 2shime 


the all-weather leather % 


This water-resistant vegetable tannage 
is at home on snowy slopes, on icy 
streets, and under important desks. It 
is easy to look at in brogues for town 
— comfortable to wear in sports shoes 
and ski boots for hard knocks. 


Like all Gallun vegetable tannages, 
it retains its glove-softness after re- 
peated wetting and drying. There is 
no free acid in the leather to affect 
the health of sensitive feet. 


ay 


With this handsome leather, punch- 
ing and foxing appear at their best in 
your display windows—and your sales- 
people really have something to talk 
about in selling shoes. Your customers 
remember—come back to you for more 
— and send their friends. Check the 
Gallun numbers in your stock now — 
watch for them in ordering from the 
catalogs of leading manufacturers. A.F. 
Gallun & Sons Corp., Milwaukee, Wis. 








Norwegian Calf 
hand-boarded grain 


Cretan Calf 
smooth but not glazed 


Eskimo Calf 


water-resistant 











ESTOS cA ROS 


ne 


Within a daylight airplane hop 
from anywhere in the United States 
is Denver, Colorado. Conspicuous in 
that city is the Fontius Building, 
housing one of the top-flight retail 
shoe stores in the West. Because of 
the speed of fashion communication 
in these modern days, the Fontius 
organization holds store meetings so 
that the public can learn, over the 
fitting stool, what is new in men’s, 
women’s and children’s shoes; what 
is styleful, colorful as well as ser- 
viceable, in fit and use. 

Directed by Harry E. Fontius, the 
Fontius group—-MEN AND WOMEN 
WITH FITTING-STOOL SKILLS — learns 
at first hand how to do a better sell- 
ing job day by day, for as a Denver 
institution, it is the function of the 
store to select and serve its custom- 
ers well.. Also, because it is a family 
store, there is a keen family spirit 
to help one another with suggestions 
on how to make a sale and hold a 
customer—for by so doing, the store 
gets the increased good-will of the 
community and its customers. 


Harry E. Fontius lead- 

ing the weekly meeting 

of the Fontius Shoe 
Company 
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acaches te ween af lhe filling abel” 


Says Harry E. Fontius, active head of the Fontius Shoe Company and honored 
the country over as president of the National Shoe Retailers’ Association: 

“During our forty-five years of business, we have always taken the Boot AnD SHOE 
RECORDER, and we find your publication as invaluable now as the day we started. 
The Boot anp SHOE REcorpDeRr is a fine source of knowledge of new lines and trends, 
and keeps us in touch with the general shoe trade. 

“We pass the Boot anp SHoe REcorDER along to our sales force, who find much 
inspiration as to selling methods and knowledge of style developments, while our ad- 
vertising department is interested in the effective layouts of other retail stores, shown 
from time to time. 

“The Fontius Shoe Company just could not do their job as effectively without the 


Boot AND SHOE RECORDER.” 
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239 WEST 39TH STREET, NEW YORK CITY 





| Selo oe 
| oles ARE MADE |  ~— 


«FASHION 
SELECTION 


OR ont AT THE FITTING STOOL 


All shoe selling reaches its climax at the fitting stool. Behind 
this crucial moment of sale are months of effort on the parts MI [AAT [3 [2} (] [\ 
of designers, manufacturers, and merchants. Into this setting g [3 fl [3 (c To (0) 


have gone the creative abilities of display and advertising 


i 
N 





men, all to bring the customer to the chair in which she now 
sits. This is the SEAT OF FINAL JUDGMENT, and the 
destinies of all those who have had any part in producing the 


shoe which she examines so critically, rest in her hands . . . G (3 RVI (] (C E 
and in the facile, understanding hands of the man who sits [3 (0) Uy) CAT (] (0) (N] 


at her feet. Even more than the lady who will wear them, 
this man must believe in your shoes and in the materials 


that have gone into them; he must know why they are the 


best shoes for this most discriminating customer. 
The only direct way to sell him is through his paper, Boot STITUTION 


and Shoe Recorder, to which he turns weekly in his search 
for ways and means to “Get More Shoes Sold Right.” We 
invite you to sit with us in our third chair at this POJNT 
OF SALE, “the charmed four foot circle,” about his fitting 
stool. Here is your chance to sell him and keep him sold on 


the merits of your product or service fifty-two times a year. 











Your Direct Line to the Point of Sale 





EA 
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Women’s Weight 


Black it is! Jill Jetta, the lovli- 
est of black calfskins, blends in 
perfectly. Lightweight and 
Dainty, Jill Jetta adds to fem- 


inine footwear, the touch of 
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in the World’s Finest Black Calf— by Ohio 


beauty, the feeling of comfort 
and the taste of correct style. In 
the hands of smart designers it 
has achieved national acceptance 


on its style and lasting perfec- 


¢ ¢ 
(Fainting wis 


A COMPLETE SERVICE IN FINE CALF LEATHERS 
THE OHIO LEATHER COMPANY * GIRARD, OHIO 


tion. It is repeatedly building 
repeat business for these nation- 
ally prominent lines. By its con- 
sistently uniform high quality it 
will do the same for you. Write 
for Samples of 


BY//OHIO 











